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* The HADLEIGH 


A Portrait from the New 
Bootmaker Catalogue 









When shoe merchants see 
this handsome catalogue, they 
want to SELL Bootmakers. When 
customers see it, they want 
to BUY them! We have a 
copy waiting for you. Please 
write for it. 










SETTING A ‘New VALUE-STANDARD 
... in their price range 


In presenting Freeman Bootmakers, we have gone a long way beyond 
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a merely creating a new line of shoes. We have, we believe, actually est- 

iY ablished a new standard of value in men’s fine shoes. 

: Bes Most Styles Examine Bootmakers critically. Take special note of the vintage leathers 

| 5 x. to Retail used. Observe the painstaking workmanship. Look inside and outside 
at $8.75 for the touches of custom finish. And analyze the styling, always correct, 






never extreme. Then consider what it would mean to you to be able to 
sell such shoes at Bootmaker prices. 


BOOTMAKERS ARE NATIONALLY ADVERTISED IN THE 
SATURDAY EVENING POST AND ESQUIRE 


FREEMAN 


oolmaker 


FOR GENTLEMEN'S WEAR 
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FREEMAN SHOE CORPORATION > BELOIT, WIS. 

















boot and Shoe Kecordler 


October 23, 1937 


VOICE of the TRADE 


EN his fireside chat, President 
Roosevelt showed that he knew his 
shoe business when he said: 

“If we Americans were foolish 
enough to run every shoe factory 
twenty-four hours a day, seven days 





a week, we would soon have more 
shoes than the nation could pos- 
sibly buy, a surplus of shoes that 
would have to be destroyed, or given 
away, or sold at prices far below 
the cost of production. That simple 
law of supply and demand equally 
affects the price of all our major 
crops. 

“You and I have heard big manu- 
facturers talk about control of pro- 
duction by the farmer as an inde- 
fensible ‘economy of scarcity.’ And 
yet these same manufacturers never 
hesitate to shut down their own 
huge plants, throw men out of work, 
and cut down the purchasing power 
of whole communities whenever 
they think they must adjust their 
production to an oversupply of the 
goods they make.” 


T.. E. TURNER, editor of the Shoe 


& Leather Journal of Canada, joins 
in the campaign to bring about “A 








More Flattering Size System.” He 
writes: 

“In the last issue of Shoe & 
Leather Journal we reprinted, by 
special request, an article from our 
contemporary THE Boot AND SHOE 
RECORDER, suggesting a new system 
of size marking. The object of this 
suggested system (which marks in 
sixths in stead of half-sizes) is 
really to make the larger sizes 
‘sound’ smaller. We have had com- 
ments on both sides of the question, 
some commending the idea and 
others asserting that a change is 
quite unnecessary. Those in favor 
feel that it is easier to sell the aver- 
age woman a size 51/6 than it is 
to sell her a size 744. On the other 
hand, there are shoemen who state 





that women no longer bother about 
the size that is marked in their 
shoes. There is room for some dis- 
cussion on this subject, and we 
should be glad to have further ex- 
pressions of opinion from our 
readers.” 
* * * 

GIVE the customer something to 
talk about! That’s the secret of suc- 
cess of the Delman department at 
Bergdorf-Goodman, Fifth Avenue, 
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New York. We overheard a clerk 
selling his third pair at $28.75: 
“Madam, only six pairs of shoes 
were cut from this beautiful piece 
of brocade.” That’s all he said, 


but you could just hear that cus- 











tomer telling her friends how ex- 
clusive the pair of shoes is. 

Believe it or not, one customer 
bought 40 pairs of shoes—the same 
pattern, same size and had them 
tinted in the whole spectrum of 
colors because the salesman at the 
fitting stool sold her an idea. What’s 
more, she cabled from Denmark 
for ten additional pairs — “Pick 
your own colors.” 

Selling a customer a dozen pairs 
is no novelty at all, and strange to 
relate, the parcel post shipments 
seem to go to a lot of little places. 
In fact, Herman Delman, watching 
a small mountain of shoes being 
packed for shipment to one cus- 
tumer in the Middle West, said: 
“The town is so small, it isn’t even 
on the map.” 

Which all goes to prove that it 
may be what you sell and where 
you sell but the real important thing 
is how you sell. People who pay 
telephone numbers for fur coats and 
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gowns, appreciate the fact that 
! there is a relationship between dress 
i and footwear, even though the 
parallel in price may indicate that 
what is “tops” in shoe prices is 
ofttimes only one-tenth of the dress 
price. 

What can you do to rekindle the 
fires of appreciation of fine foot- 
wear in your city? 


* * * 


GEORGE Hess of N. Hess Sons, 
Baltimore, Md., has successfully 
applied the “balance in attire” idea 
in his store. 

Men have not wholly neglected 
the balance idea but they have not 
carried it as far as it should go. 
They may have been advised to buy 
pencil stripe suits to give a slimmer 
appearance or judicious padding to 
have that “broad-shouldered-look” 
but there they stopped, perhaps un- 
consciously, neglecting the most im- 
portant part of the picture—the 
feet. 

George Hess set about to do some- 
thing to remedy the situation. He 
recognized the fact that here was a 
field with unlimited possibilities— 
not only for promotion but for 
awakening men to the importance 
of a balanced figure. Formerly, it 
had been almost impossible tc 
achieve true balance because of the 
scarcity of lasts to fit every foot. 





Fitting a heavy foot into a narrow- 
toed shoe would have pre-supposed 
squeezing the foot. Today, however, 
with the innumerable types of lasts 
with sufficient room for comfort, it 
is possible to fit almost any type of 
foot in any type last. 

There is no longer any excuse for 
a heavy-set, broad-shouldered man 
appearing top-heavy because of the 
pointed, narrow-toed shoes which 
he is wearing. Nor is there any 
reason for the slight build, slender 
man seeming to be weighted down 
by heavy, broad-toed, massive-look- 
ing shoes. 

Working on the premise that 
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“KIPLINGER SAYS” 





—lIf you haven't already done so, 
read Kiplinger's article on Inflation 
appearing in the November issue 
of Cosmopolitan Magazine— 

—"Kip" and his organization are 
regarded very highly by business 
men everywhere— 

—And when he expresses an opinion 
on Economic trends, his thoughts 
carry more than ordinary weight. 

—Most of us who traffic in tangibles 
these days—shoes especially—are 
wondering which way the price 
trend will turn—up or down. 

—I'm not going to render my opinion 
here—it's dangerous work. 

—But after reading Kiplinger's ar- 
ticle on Inflation you may be able 
to develop a price trend philoso- 
phy of your own. 

—lIt's worth the adventure, at any 
rate. 


IE Sg ere 


President 





“Shoes are a distinct balancing 
point, that’they are definitely foun- 
dational,” Mr. Hess performed a 
few experiments—some on_ the 
members of his own family. The 
results were so gratifying that he 
felt the theory worth adopting in 
the store. He presented it to his 
salesmen clearly and in detail. They 
accepted the idea enthusiastically 
and lost no time in putting it to 
the test—the actual “trial-by-cus- 
tomer.” The customers were de- 
lighted. Not only did they appre- 
ciate the personal interest taken in 
their shoe problems; but they saw 
the reasonableness of the idea and 
the logical thinking which lay in 
back of it. To carry the effect still 
further, and to enable them to prove 
to doubtful customers the truth of 
what they claimed, a full-length mir- 
ror was installed in the men’s shoe 
department, with special lights set 
in at the base to high-light the shoes. 
This mirror made it possible, by 
actual illustration, to convince the 


man that the type of shoe should be 
suited to the general physique in 
order to obtain the best effect. 


* * * 


GEORGE F. JOHNSON, greeted 
on his eightieth birthday by work- 
ers from E-J factories and tanneries, 
said: “It has been a big day. I’ve 
had a lot of fun and I will continue 
to do all I can for labor.” 


* * * 


OSWALD W. KNAUTH, president, 
Associated Dry Goods Corporation, 
says: 

“Our welfare depends on produc- 
tion—not on destruction. Neither 
the efforts of the politicians, nor the 
efforts of the labor leader can add 
a particle to that production. They 
can only change, within limits, the 
share of our production which goes 
to owners, government and em- 
ployees. The present trend is for 
the owner to get less, the govern- 
ment and the employee more but 
with one-sixth of our national in- 
come diverted to government needs, 
the returns to the workers of the 
country are correspondingly limited 
as apparently higher money wages 
are nullified by higher cost of liv- 
ing, and these higher prices must, 
of necessity, continue to go higher 
as long as production is stifled.” 








FF. J. McENANY, manager for 
Coward’s, West Street, Boston, made 
a reputation for himself a dozen 
years ago for his PIERRE foot- 
wear and as a result he has added a 
new fashion salon to the Coward 
store, proving that it is possible to 
put a dash of high fashion in a 
department in a store that lives by 
foot comfort in footwear. 

“Mac” is another one of the 
Filene boys, under the leadership of 
Albert Aronson, and believe it or 
not, the old combination of Hollis 
Scates, Albert Aronson and F. J. 
McEnaney was so enthusiastic on 
children’s shoes that they sold a 
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quarter of a million dollar’s worth 
ot cacks on the third floor depart- 
ment annually—a record that still 
stands. 

And may we say in a word—there 
never was and there never will be 
in merchandising a more immense- 
ly vital little man than E. A. Filene, 
who died recently in Paris; and he 
was terribly proud of the trio. 


* * * 
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HI. GORDON SELFRIDGE, Lon- 
don merchant, said: 

“One of the most significant de- 
velopments in recent years in manu- 
facturer-retailer relations in Eng- 
land has been the change in the 
attitude of manufacturers. Since 
the British tariff went into effect, 
most English manufacturers have 
dropped their former policy of mak- 
ing products in a more or less set 
fashion and are now making every 
effort to meet the requirements of 
their customers. 

“That pertains not only to build- 
ing materials but also to almost 
every article of dress, and retailers 
are now finding their relations with 
manufacturers much happier. 

“Price advances can reach the 
point where consumers decide they 
can do without. I know that is the 
case, because I often decided to do 
without when I worked for six 
shillings a week.” 


* * * 


ID AN PALTER of Palter DeLiso. 
Inc., says: 

“Another change which has taken 
place in the merchandising of shoes 
within the past few seasons is the 
fact that there is no longer a 
‘season’ on two most important 
groups of shoes—evening shoes and 
cruise footwear. We sell evening 
shoes all year round, introducing 
new ideas and designs not from sea- 
son to season, but rather as the cos- 
tume designers introduce new fash- 
ion themes. It has made a great dif- 
ference in the buying and stock 
line-ups of the shoe shop, since they 


have discovered that business can 
be and is being done all around the 
year in their evening shoe sections. 
Ample stocks, but not the former 
season-long stocks, must be carried, 
and size-ups kept complete in order 
to get this business; but it is more 
and more eliminating the seasonal 
mark-downs on evening shoes. 

“The same thing is true with 
cruise business, which starts off 
earlier each year. We have now 
really developed two resort selling 
periods, ranging from November 
to March in two groupings, up to 
Jan. 1 and after Jan. 1. The fact 
that cruises go on all year round 
now, however, has made business 
active on resort footwear all through 
the year. 

“One specialty shop buyer points 
out that with their clientele, buying 
expensive shoes, there are not more 
than two weeks in the year, general- 
ly around the end of August, when 
resort shoes do not sell actively.” 


*% * * 


DR. DANIEL STARCH, of Danie! 
Starch & Staff, says: 

“The average business man never 
thinks. He just thinks he thinks. 
Sometimes he never even gets that 
far. He spends too much time sign- 
ing letters and not enough time 
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originating new sales policies, de- 
vising new products, etc.” 

He recommended to retailers that 
they adapt to their profession cer- 
tain rules which he has formulated 
for getting along with people. Here 
they are: 


“1, Analyze what the other fellow 
wants, what his motives may be. To help 
you do this, analyze what you yourself 
would want and what your motives 
would be, were you in his place. 

“2. Decide what you yourself want the 
ultimate outcome to be. 

“3. Make sure this outcome is fair to 
the other party as well as to yourself. 

“4. Study carefully how to appeal to 
the other person’s self-interest and at 
the same time to serve your own in- 
terests. 

“5, Anticipate what his reactions are 
likely to be. 

“6. Always keep in mind the ultimate 
outcome that you wish to attain.” 

* * # 


DDR. MELVIN T. COPELAND, 
Professor of Marketing at the Har- 
vard University Graduate School of 
Business Administration, said: 

“If past experience in this coun- 
try and abroad were still of any 
significance, and if our affairs were 
not in the hands of a genius of un- 
paralleled resourcefulness, I should 
expect commodity prices to go up at 
least another 50 per cent or so, with 
some zig-zags in their course.” 


















































"Yes, Mr. Ripley—this is our sales force. Believe it or not—their names are 
Al, Ben, Charlie, Dave and Eddie.” 

















BELOW — It took many 
days to perfect the fitting 
of this outstanding I. 
Miller “Winged fashion.” 


aicut — The prestige and 
creativeness of the house 
that launched the soft toe 
vogue is worth what it 
costs to buy Palter de 
Liso “first editions.” 





Lert — Behind the price 
of this exquisite Delman 
shoe are the ten pump 
lasts that insure fitting 
perfection. 


Lerr — Hundreds of tiny 
stitches carry out the in- 
tricately simple lattice 
detail of this Andrew 
Geller model. 


RIGHT—Fine gold piping 
in beautifully laid on 
faille make for the qual- 
ity character of this 
Laird Schober “fish- 
mouth” sandal. 


AaBOvE — The Duchess of 
Windsor pays the coin of 
the realm for her favorite 
shoe style ... a beauti- 
fully made, altogether 
simple pump like this 
Drell lizard shoe. 


ABOVE — All the science 
of pattern drafting lies 
behind the Schwartz & 
Benjamin series of cross 
straps made without fast- 
ening adjustment. 
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Telling and selling the regsons why 


the value in fine footwear outweighs 


its price 


EVERY night, coming home, we pass a certain 
restaurant in the forties. And every time, we nod 
the head over the truth of the slogan blazoned on 
this restaurant’s sign. It reads: “Price is what you 
pay. Value is what you get.” 

That’s a very obvious statement, but it’s pithily 
put. Getting value is the important thing whatever 
price you pay for a shoe. Value to every customer is 
suitability to her particular requirements, satisfac- 
tion of her special desires. 

If a girl spends $3.95 or $5.00 for a pair of shoes, 
and they meet her needs, well then, she’s got value 
and everybody is happy. That so much in a shoe can 
be had for so little is a modern miracle. 

But it’s not so fine when the woman who should 
be paying $18.50 or thereabouts for a shoe, is 
tempted to trade down and to take something less 
than the best. It’s bad news when the retailer who 
could do a better shoe business is satisfied with aim- 
ing low. When he should be selling quality. When 
he should be registering the reasons why a fine shoe 
is worth its cost. When he should be educating his 
customer to the real dividends of satisfaction she 
gets when she pays a higher price. 

With raw material and labor prices rising, this 
“reason why” selling is doubly important—important 
in advertising—important at the fitting stool, in 
the store that has or could have a quality clientele. 


Facts, Not Fancies 


Well, you say, there is a lot being said about 
quality. And you’re right. But the trouble with 
most of it is that it’s too vague. It uses well-worn 
words like “finest materials” and “expert workman- 
ship” and all those glittering generalities. All very 
fine, but all very meaningless. They slip off the 
tongue and they slide over the mind. 

Tell a woman that you only use the plumpest 


C/ 


by RUTH HARRINGTON 


leather, right out of the heart of the skin . . . and 
you've said something. Tell her that this pattern was 
experimented with on walking feet for six weeks 
before it was finally adopted for her . . . and there’s 
a hook in that statement. Tell her that you have ten 
lasts for one opera pump to insure perfect fitting 
to her foot . . . and you’ve got under her skin! 

The high grade shoe manufacturers and retailers 
are the ones that have the facts to tell and sell. 
There’s a fund of colorful, factual material from 
which to draw. There are real reasons why good 
shoes are good. 


Men Who Know 


With the thought of finding a few of these reasons 
why, we talked to quality shoe men who had both 
made shoes for women and sold shoes to women. 
We asked them what makes good shoes worth the 
money—and how the whys and wherefores are to 
be got over to the customer. 

We said to Jim Pape, of I. Miller, for instance, 
“How would you go about selling me an expensive 
shoe?” “Well,” said Mr. Pape, “I would slip a 
beautifully made shoe on your foot. And I would 
ask you to walk around in it—quite a bit before I 
said another word. Then I would say, ‘Can you feel 
the difference in that shoe?’ Nine out of ten women 
will say ‘Yes.’ Nine times out of ten, the real quality 
in a shoe will sell itself, if you put people’s minds 
to thinking about it. A good shoe (on the right last, 
of course) is like a custom-made suit that fits on 
the shoulders, that lets you move and relax without 
strain. It is put together right—and people will 

[TURN TO PAGE 46, PLEASE] 
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WINDOWS 
Designed 


Showing Fine Shoes in Displays 
That Emphasize Their Fashion and 
Quality Appeal Is One Way to Cul- 
tivate a Broader Customer Appre- 
ciation of Better Footwear. 


WHEN shoe merchants come to New York, 
as they will in large numbers the first week in 
November to attend the Spring showing of the 
Shoe Fashion Guild of America at the Bilt- 
more, or when they visit Chicago, as they will 
early in January for the National Shoe Fair, 
one of the things they invariably like to do is 
to go window shopping. The same is true 
whenever shoe men find themselves in a city 
other than their own; it’s a natural thing to 
visit other shoe stores, to see and observe how 
the other fellow does it. Oftentimes, no doubt, 
it is mere curiosity that prompts such observa- 
tion; nevertheless there is always the chance 
that study of the other fellow’s methods may 
suggest a new idea or a new approach to the 
perennial problem of promotion. 

It is partly to satisfy this natural curiosity 
about the other fellow’s way of doing things 
and partly to suggest ideas that can be adapted 
and put to use that Boot AnD SHOE RECORDER 
makes a regular practice of reproducing inter- 
esting window displays and advertisements by 
shoe retailers in various cities. This week we 
show a half dozen of this season’s windows 
from stores where quality footwear is featured 
and which may be considered representative 
of the present trend in shoe windows of this 
character and classification. 

Looking them over as a group, one sees that 
there are certain general characteristics that 


“As modern as Schiaparelli’s Chic” was the showcard 
caption of the gorgeous Bonwit Teller display at the 
top of this eape. wae which featured a group of lacquer 
painted sandals, with handbag to The novel 
J. & J. Slater window below it is described in detail 
in the accompanying article, as is also the Autumn 
display at the bottom of the page, which was used 
by I. Miller. 








to SELL 
QUALITY 


may be said to apply to all of them. For ex- 
ample, while some of these displays are re- 
markably artistic and beautiful, and all of 
them are smart and distinctive, they are also 
relatively simple in design and treatment. The 
extremely elaborate and highly decorative type 
of window display belongs, it appears, in the 
popular price footwear group rather than in 
the class of displays designed to show quality 
shoes. The latter type of display, judging from 
those included in the group on these two pages, 
usually shows a smaller number of shoes than 
is customary in the popular price store. 

However, some of the merchants represented 
in this week’s group of windows tell us that 
the tendency today is to show more pairs of 
shoes than formerly, even in windows featur- 
ing quality footwear. They feel that today’s 
public is so interested in styles and merchan- 
dise that a fairly representative selection, at 
least of a certain group of shoes, should be 
shown in most displays. One sees compara- 
tively few windows showing only one or two 
pairs, as was sometimes done a few years ago 
to convey an impression of quality and ex- 
clusiveness. Most shoe merchants, even in the 
upper brackets, would nowadays consider a 
window of this description too wasteful of 
good selling space. 

The Bonwit Teller window shown in this 
week’s group is a rare and beautiful example 
of a display that conveys an impression of 
elegance, from a store which makes a very 
special point of having exceptionally attractive 
shoe windows. This window shows but five 
pairs, the smallest number of shoes of any 
display in the group. The colorful drapery 
and the unusual decorative treatment give a 

[TURN TO PAGE 48, PLEASE | 


The classic beauty of the simple but carefully ar- 
ranged window display at the top of this page, 
used by Franklin Simon, Fifth Avenue, made it an 
ideal setting for quality footwear. Next below is 
a smart window from the Stetson Shop in Boylston 
Street, Boston, while at the bottom of the page is 
a window display of high grade children’s shoes, de- 
signed for school opening by B. Altman, New York. 
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Recorder’s candid photog- 
rapher caught some of the 
Shoe Fashion Guild mem- 
bers in attendance at meet- 
ing held W ednesday ing 
of last week, when final 
plans for the coming Spring 
Showing, to be held Novem- 
ber 1, 2 and 3 at the Bilt. 
more, New York, were dis- 
cussed. 








Fashion Guild to Show Spring Styles 


@NCE again the leaders of the quality footwear group 
of American shoe manufacturers make ready to gather 
for their semi-annual showing, the fifth of its kind, 
and as before, to be held in the Biltmore Hotel in New 
York City. Twenty-nine exhibitors will gather on 
Nov. 1, 2 and 3, and present the latest in Spring foot- 
wear fashions for the feminine market. 

In keeping with its past policy, the Shoe Fashion 
Guild of America restricts attendance at these show- 
ings to only those to whom invitations have been sent 
in advance of the affair. Since its inception, it has 
been the policy of the Guild to restrict attendance at 
their showings to only those shoe men who actively or 
prospectively engage in the retail distribution of its 
members’ merchandise. All others who do not receive 


invitations to the showing are courteously refused ad- 


mission. This has been done so that buyer and seller 
can meet, inspect merchandise and conduct their busi- 
ness in the minimum of time and without interruption 
from other sources. The sole idea in back of these 
showings has been to create a buyer-seller market, a 
semi-annual affair at which manufacturer and retailer 
can meet and conduct their business for the coming 
season. 

Advance returns on the more than 2000 invitations 
sent out by the Shoe Fashion Guild give promise of a 
successful and well-attended showing. As heretofore, it 
will be conducted on a strict business basis, the only 
deviation from this being the invitation luncheon 
which will be held this year on Wednesday, Nov. 3, 
in the Cascade Room at the Biltmore. One prominent 
speaker, not yet decided upon at the time of this writ- 
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N ewest Designs of Quality Group Will Be Exhibited 
to Merchants Engaged in Distribution of Guild Members’ 
Products at the Biltmore, New York, November 1, 2 and 3 


Exhibiting Members 


AMERICAN SHOE Co., Inc. 

Avon Suoe Co., INc. 

CarDoneE & BAKER, INC. 

CARLISLE SHOE COMPANY 

CornELL SuoeE Co., Inc. 

DELMAN, INC. 

DRELL FooTWwEar, INc. 

ANDREW GELLER SHOE MFe. Co., 
INC. 

GOLDSTEIN FOOTWEAR, INC. 


La VALLE, Inc. 


S. Ravn & Co. 


ing, will be featured at this luncheon at which it is ex- 
pected, as in the past, several hundred shoemen will 
attend. Following his discourse, speakers will be picked 
from the audience for short extemporaneous talks, more 
in the nature of a round table discussion. 

During its short but eventful existence the Shoe 
Fashion Guild of America has made exceptional prog- 
ress toward the purpose for which it was created, that is 
the protection of its members from piracy of patterns 
and also members and their customers from imitation 
of design. Its work stops there and each member is free to 
determine his individual lines, types, materials and prices. 

These showings of the Shoe Fashion Guild are not 
only important in their own right but also in the fact 
that, due to the rightness of their timing for the com- 


DaNIEL GREEN COMPANY 


Grossman’s SHoes, Inc. 
LAIRD, SCHOBER & COMPANY 


C. & A. Lo Prest1, INc. 
I. MILLER & Sons, INc. 
NewTon ELkin SHoe Co. 
Patter De Liso, INc. 
Pincus & Tostas, INc. 


ScHwartz & BENJAMIN, INC. 


SEYMOUR Troy, INc. 

Tue Stetson SHoe Company, Inc. 
AND ITS DIVISION 

M. N. ARNOLD SHOE COMPANY 

Stone Suoe Co., Inc. 

E. H. STRassBurceER, INc. 

TUPPER, INc. 

Unity-Grossman, Inc. 

Martin WEINSTEIN Soe Co. 

GaRsIDE & ZUCKERMAN, INC. 


ing season’s merchandise, other manufacturers, in in- 
creasing numbers from year to year, pick the time of 
this style feature to show their own lines in sample 
rooms and other hotels in New York. During the Fall 
showing of the Guild last season, it was estimated that 
over 200 manufacturers, outside of Guild members, had 
their Fall lines on display during this time. 

The Guild has been an important factor in establish- 
ing correct timing for the new season’s merchandise 
and making New York City a leading shoe style center 
of the world, for not only do shoe men gather from all 
over this continent for these semi-annual affairs but 
many shoe men representing all corners of the globe, 


make it a point to be in New York for each successive 
showing of the Guild. 
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RECORDER CHRISTMAS STORE 





THE Recorper Curistmas Store considers several 
important points in planning its window displays. 
They must tie up with the rest of the campaign, both 
advertising and in store displays. Plenty of gift mer- 
chandise must be shown, without letting displays be- 
come cluttered up and hard to see. As much work as 
possible must be done ahead, outside of the window, to 
assure quick installation. And, finally, plans will be 
made for using the material, with little change, for sale 
time displays. 

The working sketch calls for a 5%-inch board 10 
inches wide, painted white, and braced in back so that 
it will set at an angle on the floor all around the front 
of the window. On this will be cut-out holly leaves of 
green glazed paper, each large enough to hold a pair 
of slippers with a descriptive price ticket. (Later on, 
the board will be ready for sale leaders or a sale sign.) 

The floor will be a dark green to set off the large 
white circular plateaus, cut from Upson board, which 
are braced in back to assure rigidity. On these will be 
grouped such popular items as bags, hosiery, and so 
on. The little tree in the center of each plateau is a 
cut-out (that comes off easily to make room for a sale 


Above—Tue Recorper CHRISTMAS STORE’S 
window displays are planned to show plenty of 
merchandise without becoming cluttered. By 
planning so that all the parts can, with little 
change, be used for sale displays later, we have 
made it possible to have striking displays with- 

out exceeding a modest appropriation. 


R. E. ANDRUSS 













Circle—The drum is made of two circles of fiber board. The 

back one is larger than the front one and painted white around 

the edge. The smaller circle, with the tree cut-out, is set far 

enough in front of the other to allow shelves between (about 8 

inches). The red and green of the tree is painted inside on the 

back circle; the circle itself is painted red and green on the 
front circle as indicated. 


Tags—The little tags shown above, with the invitation on the 

back, can be used on parked cars every day during the holiday 

season. Once the cut is made, it can also be used for gummed 

posterettes (stickers) to put anywhere and everywhere. Also 
a good design for poster signs for general use. 
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A Complete Campaign in Three Parts: 
PART 2... Window Displays 


Part 1. Gift merchandising and store decoration 
Appeared in the October 9 issue. 


Part 3. Newspaper advertising—direct mail 


Wiil appear in an early issue. 


sign later). Between the circles, on the floor, will be 
set additional articles, grouped on sections of white 
mat board. 

The center piece of the background is a large “drum,” 
the outer circle being five feet or more in diameter. 
On this is fastened the smaller circle raised several 
inches to allow shelves to set between the two panels. 
The tree design is cut out to show gifts on the shelves. 
The outside circle is white. The smaller circle and 
tree, red and silver, as indicated. At each side of the 
drum is a border of holly, the green leaves being 
fastened in the meshes of half-inch wire. Below the 
border is a red strip of wood extended out far enough 
to hold the white cut-out letters of the sign, “Gifts for 
All” or “From Everyone to Everyone.” All merchan- 
dise will be price-ticketed. 

Plenty of light will be used. The valance, which is 
omitted in the working sketch, will be copied from the 
ledge border, being a series of small red and silver 
trees in circles (the campaign symbol) set at intervals 
and white or green strip of sign cloth. The trucks or 
cars used for delivery will bear the same symbol. Tags 
imprinted on one side with the tree symbol have an 
invitation on the reverse, “Stop at (Store Name) before 
you go home.” These will be used on parked cars. 

Flags will be made to use in the regular flag holders. 
The design will be the red and silver tree on a green 
ground—the symbol of the campaign. Lacking the 
flag poles or holders, we would have the design on a 
banner extended above and across the entrance to the 
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store. No other store in town will look more Christ- 
massy! 

As alternates, two novelty window designs using 
paper cut-outs in bright colors are sketched. The paper 
tree and Santa mask are both made of heavy offset 
paper or cover stock—or perhaps glazed paper, and 
attached to the upright panels which should be white. 
The green background is decorated with paper cut-outs 
to represent tree ornaments. For effect there should be 
lights concealed back of the panel. If these window 
ideas are used the decorative tree and Santa mask will 
become the symbols of the campaign and be used 
throughout. 

Probably you have already noticed that in the win- 
dow sketch with the circles, we arranged so that most 
everything can be done in advance, even to putting 
merchandise on the circles, and also that the circles, 
drum, holly leaf cut-outs can all be done by a sign 
shop, saving much work in the store. One other thing. 
Working from the design, all the merchandise to go 
into the window will be selected, listed, and made ready 
ahead. No long hours or last-minute rush. 

With the windows and other features all “in the 
works” we can go ahead with the planning and prepa- 
ration of. newspaper and direct mail ads that tie up 
to complete the campaign. 


Below—Two window sketches using cut-out paper designs 
effectively. If these “alternates” are used, the Santa mask and 
the tree would become the symbols of the entire campaign, 

used in place of the tree and circle symbol. 
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We did it/ 
€ f | 

Another Achievement in Men’s 
Shoes for United? 


First in the field with a Goodyear Welt shoe for men that 











not only features a new cellular cushion midsole with 






25% more air between the outsole and insole but com- 






bines cool ventilation with air cushioned comfort. 


Think! 
What features like these will mean 
toyou in shoes to retail at $4 ¢ e« 
















SHOCK ABSORBING —A&A cellular midsole RIGID ARCH —For necessary support and bet- 
and inner heel cushion that absorbs the shock of every ter fitting— 


step and prevents foot strain. 

VENTILATION FOR HEALTH —25% more be aici = the = ema mnone contest 
air between the outsole and insole provided by the 

new patented “AIR FLEX” midsole— NO BREAKING IN —There is extra flexibility 
NC BURNING —The burning sensation some- in “AIR FLEX” midsoles which makes the necessity 
times present in ordinary rubber filled shoes is elimi- for extra heavy insoles with rubber fillers, a thing of 
nated by constant ventilation of “AIR FLEX” midsoles. the past. 












The United representative is now ready to show you the complete “JOY 
NOW J STRIDE” line and explain the advantages of exclusive representation for 






your trade center. Write or wire today. 


S90 UNITED SHOE MFG. Co. 


MEN'S SPECIALTY DIVISION * BROWN SHOE CO. 
sf. LOUIS ° e . U. Ss. A. 
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ALK LIKE YOU RIDE- 
TA 
ON AIR/ oe hy 


dik Ges wo i ed! 


The new “AIR FLEX” midsole is die cut to the exact 
measurements of each shoe and scientifically 
placed between the outsole and insole. The connect- 
ing air passages in the “AIR FLEX” filler corre- 
spond with the air vents in the insole. Thus the 
walking action of the foot continually forces fresh 
air thru the midsole and out thru the shank vents 
to produce a constant health giving air circulation. 
That's why “JOY STRIDE” shoes are cooler in the 
Summer, warmer in the Winter and healthier the 


year ‘round. 


@ 
FULLY PATENTED 


& 
AIR VENTILATED 
FOR HEALTH 


> 


; $ 


... AIR GOES 
IN HERE 


CIRCULATES 
THRU MIDSOLE 





... AND COMES / 
OUT HERE , 
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A Purge of Profits 


THE third quarter of 1937 will be known as the 
“purge of profits” period for the retailer, manufacturer 
and the source of supplies. The retailer is looking very 
critically at his goods on hand and their salability 
before January 1. The manufacturer is alarmed at the 
lack of cutting and yet hopes to keep his organization 
intact even if he has to resort to “made” work. Prac- 
tically all the sources of supply are faced with the 
necessity of pushing along finished material. All stand 
in the position of waiting for consumer action. 

The machine is willing, but what about the ultimate 
customer? Remember, we made a lot of shoes and sold 
a lot of shoes in the twelve months prior to October 1. 
A year ago we were telling the customer—Buy extra 
pairs because the price is going up.” The customer 
had the money and did buy. 

For the first time in the life of one of the bench 
custom shops, it is now doing repair and refinishing 
on suede shoes that were bought a year ago. The public 
has a long memory. It remembers the price it paid 
long after the shoe man has forgotten. The customer 
who paid $18.50 a year ago sees comparatively the 
same suede shoes at $22.50 and the result is—repairs 
and refinishing. 

It is obvious the strategy in the top field is to change 
the style and make it obsolete to the fashion eye. Some- 
thing it didn’t do this Fall. We had occasion to see 
some of the shoes that came in for refinishing. They 
certainly were fashion right today—though eleven 
months of calendar have been swept into limbo. 

Let us discuss this subject of top price shoes. They 
certainly have a place in stores the length and breadth 
of this country—if for no other reason than to give 
the customer a chance for comparison. Can they be 
made to look their part? We tried an experiment this 
week. We took a shoe at $28.50 and its imitation at 
$3.95 and took it around to a number of operators and 
said: “What are the points of salesmanship to explain 
to the customer the difference between the two shoes— 
in utility, comfort and fashion?” 

This reminds us of the time a famous Philadelphia 
merchant had an argument with a chain store operator. 
He said: “My shoes won’t sell in your store—neither 
will yours sell in mine. Let’s take three patterns out of 
your window and I'll put them in mine—and vice 
versa.” There were so few calls in either store for 
those particular patterns that it was amazing to both 
shoe men. But that was a time when high grade shoes 





By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


had restrained line, design and color. The low price 
field was featuring shoes covered with gingerbread de- 
sign—one or more colors in one or more materials. 

But that day is done. Good taste prevails univer- 
sally. In fact, many a girl behind a 5c and 10c store 
counter is dressed in better taste than the matron of 
millions. 

Be sure to read the article “Good Shoes Versus 
Good Money” by Ruth Harrington in this week’s issue. 
It points the way to a preference in values—tangible 
and intangible. 

Within the week shoe merchants selling high priced 
shoes will assemble in New York to study the field of 
fashion and make commitments for the quality season 
ahead. We feel that the important thing for their con- 
sideration is that every shoe selected must contain 
promotional values. 

And may we, for the moment, just use the rough 
side of our tongue. Why is it necessary for extras and 
entertainment to play such a large part in the high 
priced shoe field? Believe it or not, we know of one 
bench shop that thinks nothing of spending several 
hundred dollars for the entertainment of a buyer. It 
may have its purpose in “good-willing” the line, but. 
after all, valuable dollars could be put in to telling the 
public about the spirit of style and the merits of 
craftsmanship in a particular shoe. There is a lot of 
misspent effort in the field of high quality footwear in 
gilding good-will. Caviar and champagne have their 
place, but so has the promotion of fine shoes. 

People with money have the funniest sense of pro- 
portion. They may be operating a home at a rate of 
$50,000 a year and yet the Old Man will grouse like 
the dickens when he sees a $200 shoe bill—particu- 
larly if it comes on the first of the month—following a 
purge in the stock market. A fine shoe business should 
not be built on that stratum alone. There are many busi- 
ness women who really take great delight in buying 
good things with their own sweet money. 

The fine shoe business of this country is worth pre- 
serving. The bench-made makers are certainly going 
about it in a cockeyed way. The public is willing to 
spend its money for the best, but it must be given some- 
thing more substantial than pretty words, snoot and 
sophistication. 
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YOU SPEAKLA MAN'S LANGAGE 


color is a source of real smoking 

rath Meerschaum Calf Shoes earns the 

i Me alf, the color is fully developed. Being Eisen- 
drath tannage it nai the icadotl, sociale, and permanent characteristics of its 
namesake. The lines that carry Eisendrath Meerschaum are the names that estab- 
lish prestige among men who want quality footwear. A request on your store 
letterhead will quickly bring samples of this new and masculine calf tannage. 


B. D. BISENDRATH TANNING COMPANY 
RACINE, WISCONSIN 
Day Gormley Leather Co. 195 South St. Boston, Mass. Chicago Office: 801 Merchandise Mart 





BOOT AND SHOE RECORDER, October 23, 1937 


that add sparkle to your Spring Showing 


WALT SUEDE WITH CICA GARE CHEE OY OWT 


Two Headliners from the Cast for Spring 


are Ohio's White Suede with Zomera Lizard (Embossed) Trim 
Ohio’s Tannage Technicians have 
again anticipated the leather re- 
quirements for smart feminine 
footwear. With Ganges and 
Zamora Lizard—two of Ohio’s 
popular embossed grains. At the 
official opening of Leathers for 
Spring, this beautiful chorus re- 
ceived a big ovation. Any of 
these styles in your Spring Show- 
ing will be “box office” for you. 


Write for samples. 


[Z, ” ¢ 
ad 


A COMPLETE SERVICE IN FINE CALF LEATHERS BY, |) HI |) 
THE OHIO LEATHER COMPANY* GIRARD, OHIO 
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Small Merchant Threatened by Proposed 


Trade Paet 
with 


Czechoslovakia 


Vice - President Langston, of 
N.S.R.A., Points Out Perils of 
‘Low Cost Competition, while 
President Ball, of Manufactur- 
ers’ Association, Sees Menace 


to Industry and Workers 


L. E. LANGSTON 


SENTIMENT among shoe retailers in the United 
States is strongly opposed to the granting of any con- 
cessions to Czechoslovakia, in the way of a lowering or 
binding of the present tariff on shoes, according to 
L. E. Langston, executive vice-president of the National 
Shoe Retailers Association. Mr. Langston declared in 
a statement that the reasons why retailers are so 
aroused appear to be based on their firm conviction that 
trade concessions to foreign manufacturers would 
give the latter an unfair competitive advantage, which 
would tend to put the smaller American shoe retailers, 
operating the great majority of independent shoe stores 
in this country, at the mercy of the big operators who 
are volume buyers of Czechoslovakian shoes. In fact, 
Bata, the great shoe manufacturer of Czechoslovakia, 
operates a chain of stores in this country and is thus 
a direct competitor of American retailers selling pop- 
ular priced American-made shoes. 

Instead of granting further concessions to Czecho- 
slovakia on shoes, the National Shoe Retailers Associa- 
tion, which has already gone on record through a 
resolution adopted September 9, feels that the tariff 
should be increased to provide adequate protection to 
the hundreds of thousands of American citizens who in 
one way or another are dependent for their livelihood 
on the prosperity of the American shoe industry. Mr. 
Langston quoted a letter he received recently from a 
prominent shoe retailer, who. said, in discussing the” 
proposed treaty concessions: 

“The main hardship, in my estimation, would be 
caused the smaller retailers, of whom there are so 
many in this country and who are the backbone of the 
independent shoe trade. 

“There. is an. ever increasing tendency on the part 
of chains to go into towns from ten to seventy-five 
thousand. They could buy these foreign-made shoes 


JAY O. BALL 


and put them out at a price that would so demoralize 
the independent retailer that it would practically make 
it impossible for him to compete. Admitting the fact 
that American shoemaking and lasts are superior to 
anything in the world, still the price difference en- 
tailed would be so great on shoes made with this cheap 
labor, as compared with shoes made in this country, 
that the independent retailer would be beaten coming 
and going.” 

“It is a well known fact,” said Mr. Langston, “that 
the great bulk of the shoes imported from Czecho- 
slovakia are distributed to and sold by nationally 
known chains and firms whose patronage is nation- 
wide, and who can afford to buy in huge quantities 
and thus secure the advantage of prices far below those 
which the American manufacturer must charge for 
shoes of equal grade. The result is that the small shoe 
retailer, whose field is limited by the local community 
which he serves and who cannot count on large quan- 
tity sales to offset low prices, is facing certain ruin 
unless something is done to equalize the American 
selling price of the shoes which he sells with the selling 
price of shoes imported from Czechoslovakia. 

“Bata, at Zlin, in Czechoslovakia, is the largest 
manufacturer of shoes in the world; he has adopted 
American machinery, dies, lasts, and patterns and has 
even gone to the extent of having some of his associates 
work in American shoe factories to learn American 
methods. In his own country he has practically a 
monopoly of the industry and, with low labor costs in 
Czechoslovakia added to the knowledge of the shoe 
industry in the United States which he has acquired 
and the up-to-date equipment of American manufac- 
turers which he has purchased, he is in a position to 
produce shoes at a cost which has been estimated by 

[TURN TO PAGE 69, PLEASE] 





BOOT AND SHOE RECORDER, October 23, 1937 


The 
RECORDER 
Candid Commentator 


At the Charles F. Berg Co.; women’s spe- 
cialty house in Portland, Ore., the final step 
in every shoe sale is to show the newest 
ideas in hosiery to tie in with the purchase. 


An unusually high percentage of hosiery 
sales to shoe purchases has been made pos- 
sible by this method of selling. 


Left: Four charming hostesses of the United Air Lines 

pose before one of the giant air liners in their new Selby 

shoes, especially designed to match their uniforms and 
included as part of their official costume. 


Right: The Cleveland Pep Club, represent- 

ing the Cleveland and Akron sales group 

of Thom McAn, recently held a picnic at 

Geauga Lake Park. One of the games was 
an egg throwing contest. 


Below: Left to right, William Liggett, Jos- 

eph Brannock, George Geuting, R. L. Huf- 

fine and Benjamin Frazier, good shoe men 
all, believe in proving their fish story. 


ea mae ae eee 


AT ig 





: The winner of the annual race for the Burgh 

at the Ferry Fair, South Queensferry, England, 

ives prize on a pike staff as the Lord Mayor 

looks on. The race, a traditional affair, is run through 
the streets of the town. 
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Shoe Fashion Guild 


Spring Showing 


hotel biltmore 
november 1-2-3 


by invitation only ~ 


Access to this showing will be 
granted only to Retailers of 
Guild Members’ products who 
hold properly countersigned, 
non-transferable Cards of 
Admission. 


Finest Modern ‘Footwear 


The modern shoe is an achievement of artists of the ages. It has 
passed from hand to hand of craftsmen from antiquity to today, 
and from its ancient function of a foot covering, it has, because of 
honest endeavor and pioneering spirit, passed through a remark- 
able transition until it is now a thing of beauty, an important 
article of personal adornment that is built by mathematical 
formula, to provide comfort as well as to safeguard health. 


Art has always held a high place in the shoemaking trade. The 
first shoe on record, an Egyptian sandal, was adorned with paint 
and gilt; Benvenuto Cellini lent his glorious talent to the craft; 
England under Roman rule advanced the standards which were 
later carried to new heights by the ancient Guilds. 


Today’s shoe combines elements of technology and artistry far 
beyond the fondest dreams of the manufacturer of even a few 
years ago. So the woman of today, ever alert to quality standards, 
may work or play, walk or dance in shoes far superior and much 
more beautiful than formerly produced by master craftsmen at 
royal command. 


executive offices —empire state bidg.. new york city 
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Orthopedic Shoe Men to Rally 


New York Association to Launch State-W ide Campaign for 


Increased Membership, with Broad Program of Objectives 


New YorK—The Orthopedic Shoe Men’s Associa- 
tion, a retail group representing New York City and 
the state at Large, held its first meeting of the Fall 
season Thursday, Oct. 7, at the Hotel Greystone. This 
organization bids fair to become, in the not too distant 
future, a representative and powerful body in the 
orthopedic shoe field. The group, comprised of some 
of the city’s leading shoe men, aims to unite and weld 
into an authoritative body all progressive and visionary 
orthopedic shoe dealers in the city and state, that they 
may have through their organization a voice for the 
improvement and betterment of conditions affecting 
that branch of the shoe trade. 

A spirited drive for new members is now being con- 
ducted. All orthopedic shoe salesmen as well as the 
store owners are being invited to enroll. Non-mem- 
bers, unfamiliar with the association and its proposed 
functions, are requested to attend meetings as they are 
announced to acquaint themselves with the aims and 
ideals of this rapidly growing body. Among those well- 
known men in the field who are diligently applying 
themselves towards furthering the progress of this 
movement are Dave Weisberger, who has been selected 
as president; Sol Low of N. S. Low & Co., prominent 
orthopedic shoe man, and many others, numerous and 
well known. Leading orthopedic manufacturers every- 
where, aware of the movement, already have sent spe- 
cial delegates to several meetings to express hearty 
approval of the purposes of this organization and their 
willingness to cooperate in every way possible with the 
combined shoe dealers. 

The orthopedic shoe men’s association has as some of 
its more important aims the raising of the level of 
standards in the trade, the securing of state recognition 
for its members under papers of incorporation which 
are now being prepared for submission to the state 
authorities, the bringing to public notice of the fact 
that there exists this group, whose members are to be 
identified by designated insignia to be prominently 
displayed in their shop windows, and that such mem- 
bers are pledged to sincerity in their dealings with the 
public. Cooperative advertisements to appear promi- 


Aiming to Raise the Standards of This Branch of Shoe Trade 





nently displayed in the leading newspapers will strive 
to impress the public with the fact that members of this 
organization are experienced and capable to deal with 
the shoe fitting problems of the foot conscious public. 

The association is planning to hold for its constitu- 
ents educational symposiums to which leading authori- 
ties on feet and shoes are being solicited as lecturers. 
It is also a part of this association’s program to hold 
frequent conferences and meetings during which such 
important items as individual store advertising, ques- 
tions in merchandising, sales improvement, fitting prob- 
lems, methods of window dressing, etc., are to be dis- 
cussed for the benefit of the membership at large. 
Every-day problems confronting the orthopedic shoe 
dealer will be presented and dwelt upon so that mem- 
bers may benefit therefrom. 


A GIANT rally is soon to be held, according to pres- 
ent plans, at which all orthopedic men from all parts 
of the state will be urgently requested to be present. 
regardless of whether or not they are members. Men 
prominent in the industry will address the association 
and its guests on matters of vital importance to the 
trade. Such topics as state legislation to define the 
activities of the orthopedic shoe man, and allowing him 
a free voice with the public in discussing foot troubles 
and their connection with orthopedic shoes, will be 
presented. Plans for a series of lectures by professional 
men such as leading orthopedic surgeons, podiatrists 
and osteopaths are being formulated so as to bring the 
shoe man in closer contact with foot troubles from the 
pathologic and therapeutic standpoints, so that the men 
can more intelligently fit shoes to customers so afflicted 
and in need of good shoes. Additional matters of gen- 
eral importance will be brought up, all of which should 
make this rally stand out as being of consequence, in- 
terest and importance to every orthopedic shoe man in 
the state. 

Probably the matter of greatest weight will be the 
proposal to have all shoe men, engaged in the sale of 
corrective and therapeutic footwear throughout New 

[TURN TO PAGE 48, PLEASE] 
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PROBLEM: Is it possible to fit a 
short wide foot with any type of shoe 
other than a short vamp? 

Answer: The vamp has not so much 


placing the arch in a comfortable posi- 


spreading and swelling, a common oc- 
currence with a foot of this type, espe- 
cially in the warm weather. 


* * * 


Problem: If, when measuring a 
patron’s foot, she draws a size 6 on 
the measuring stick, is that sufficient 
information for a fitter to go by? 

Answer: Absolutely no. A measur- 
ing stick should be used more as a 
matter of routine to impress. the 
patron. Much more important infor- 
mation for a fitter to know before de- 
termining the proper size are these 
fundamentals: Is the arch long or 
short? The foot flexible or firm? 
Whether the patron is heavy and large 
or light and small? How old is she? 
With this fund of facts ascertained, a 
fitter is then in position to determine 
the proper size, last, pattern, and ma- 
terial best suited for this particular 


person. 
* ¢ @ 


Problem: If a customer demands 
taking out three or four pairs of 
shoes similar in style and identical in 
fit and you know she intends to keep 
only one pair, how would you handle 
the case? 

Answer: There are two phases of 
this problem. First admitting the sit- 
uation exists, try to prevent the patron 
from taking more than two pairs of 
shoes on approval by explaining that 
the store is short on sizes in those pat- 
terns and may miss a sale on them 
while she has the shoes out making a 
decision. Most people can see the 
fairness of that and in many cases 
will make their selection at the time, 
not even taking the extra pair along 
on approval. The second phase is not 
to be caught in such a jam. It is poor 
selling to show too many patterns 
identical in fit and similar in style. 
Stress and emphasis should be placed 
on a number which pleases the patron 
and which is suited to her type of 
foot and adapted for her particular 


to do with fitting a short wide foot as. 


tion and allowing plenty of width for © 


>. es 


M ANY questions relative to the 
science of expert shoe fitting come 
to the Recorder. A few recently received 
are given, together with the reply sug- 
gested by an able retail shoeman. 


The Recorder welcomes such ques- 
tions, and will endeavor to furnish logi- 
cal and satisfactory answers, so far as 
possible. 


We invite criticism of our solutions. 
We do not pretend to infallibility al- 
though we attempt to bring to the solu- 
tion of each problem the experience of 
eighteen fairly successful years in the 
shoe business. Discussion, criticism and 
suggestions will help as much as ques- 
tions to make The Fitting Rule, the 
Open Forum of the Fitting Stool. 


Mail your problems and criticisms to 
The Fitting Rule, Boot and Shoe Re- 
corder, 239 W. 39th St., New York, N.Y. 





needs. This should be done before the 
patron reaches the point of asking 
that all be sent home on approval. Re- 
member these shoes always come back, 
and usually on a day when your sales 
have been hitting a new low. 


* * # 


Problem: Do you think it better to 
mark shoes in plain sizes or in blind 
sizes, considering the fact that many 
customers want or demand a size they 
should not wear? 

Answer: For the few who demand 
a size they should not have, there are 
thousands who want to be fitted prop- 
erly. Marking shoes properly in plain 
sizes promotes confidence and is very 
desirable. Nothing pleases a shoe re- 
pair man any more than to catch a 
shoe seller in a size lie. A shoe fitter 
or salesman never lies about anything 


he sells. 
* * * 


Problem: What is the best way of 
turning over a patron to another sales- 
man? Note... this is done only from 
the service point of view in a first rate 
store and not in an endeavor to force or 
high pressure the patron. 

Answer: The _ salesman himself 
should do the transfer. If he makes 
the error of calling in the floorman or 
the manager, the customer at once 
senses something wrong, and immedi- 


ately becomes suspicious even though 
she may for a long time have been a 
patron of the store. The nicest way— 
for we are considering only the trans- 
action from the point of service to the 
trade—is for the original salesman to 
call in another salesman as a consul- 
tant, and then to work him in as a 
helper. After a few minutes the first 
salesman can ease himself out, and in 
most cases the patron will never know 
she has been turned over. 


*. * * 


Problem: A store turns over a cus- 
tomer only from a service standpoint 
and not in an endeavor to force or high 
pressure the trade. What is the best 
way of doing this? 

Answer: The most effective way of 
turning over a customer is to find out 
what kind of shoes are under con- 
sideration. This may be a _ novelty 
type, a corrective or some color har- 
mony which she is not thoroughly con- 
vinced is correct. At this time, the 
proper man should be brought into the 
picture, with an introduction as an 
authority on this particular kind of 


footwear. 
* * * 


Problem: A customer has practically 
decided to purchase a pair of shoes. 
When the fitter believes she is ready to 
take them, she says, “What will you do 
about this pair I have on?” It is under- 
stood that the floorman will do all 
the adjusting. 

Answer: If the customer has not 
mentioned anything about the shoe she 
wore in until the sale is about to be 
completed, it would seem that the pur- 
chase of the new pair is more impor- 
tant to her than complaining about 
the shoes she wore in. This assump- 
tion is based on her being fair and not 
trying to “pull a fast one.” The com- 
plaint may be a minor defect that can 
be repaired easily. It may be a foot 
condition which causes the shoe to 
throw or go out of shape. A good sales- 
man will do his utmost to minimize the 
complaint without calling in the floor- 
man, for immediately that is done, the 
complaint assumes tremendous impor- 
tance in the mind of the customer. 
Smooth things over in a kindly sym- 
pathetic manner which will satisfy the 
patron, if at all possible. 
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A Gift Bar for Shoe Stores 




































































































Courtesy Shenker Displays, New York 


This attractive gift bar will add holiday atmosphere to any shoe store, and 
should aid materially in stimulating sales of gift accessories. It is easy and inex- 
pensive to construct, using the hosiery counter, covering face and top with black 
patent leather oil-cloth. Side curved sections can be built up of wallboard and 
covered with silver metallic paper. One and one-half inch wooden rod is 
painted silver for bar rail. 
Upright panel on center section of bar should be covered with silver metallic 
paper to give illusion of mirror. Stars can be cut out of wallboard covered with 
blue metal paper. Rods and shelves on stars for display of hosiery, bags, slippers 
and other gift articles. 

The words “Gift Bar’? can be of cutout letters and finished with red tinsel to 
give holiday coloring to unit. 
= setup can be built from locally supplied materials for approximately 





Good Shoes versus Good Money 


[CONTINUED FROM PAGE 27] 


A shoe is the only article of dress 
that must be right when the customer 
gets it. It can’t be taken in a little 
here and let out a little there. Of 
course, that isn’t literally true—there 
are shoe revamping shops that turn 
5-As into 7-Cs, or vice versa. But on 
the whole, a shoe has to be right the 
first time. And getting a shoe that is 
right the first time is worth a few 
dollars more. It takes time, money, re- 
search to make it right, to take the 
gamble out of buying shoes. Here’s a 
point to weave into a shoe sale, if 
you’re sure the shoe does fit! 


sense that rightness if you make them 
conscious of what rightness really feels 


like.” 
Shoes and Clothes 


To a greater degree than in any 
other article that a woman wears, value 
in shoes is hidden. It’s the quality of 
kid leather used in the lining that you 
may not notice. It’s the flexibility of 
the sole. It’s the smoothness of the 
seams. It’s a dozen details of quality 
and craftsmanship. 

Harold Williams, of S. Rauh, points 
out that women know less about these 
concealed virtues of a shoe than they 
do about anything else in their clothes 
closet. Most women have made dresses 
or seen them made. They have hats 
’ fitted to their heads. But they haven’t 
been given a glimpse behind the scenes 
in fine shoemaking. 

It’s up to the salesmen of better 
shoes to open a new door of knowledge 
about shoemaking. Not with a long- 
winded lecture, but with a few “sale- 
ient” points made with each sale. It’s 
up to them to “undress” a shoe and 
tell every customer something of its 
inner construction, its values that show 
so little and mean so much. 


Selling Prestige 


Dominic La Valle feels that the most 
potent factor in influencing a woman 
to buy better shoes is the argument of 
prestige. She pays to be first with a 
creative, new style in shoes. She pays 
for the reputation for quality that lies 
behind that shoe. She pays for the 
confidence that it gives her to be con- 
fident of her shoes. 

In his opinion, you can’t sell a woman 
a fine shoe, unless you build the cus- 
tomer up first. Picture her to herself 
as a woman of taste and discernment. 
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That particular kind of selling is 
hard to do. It’s all too easy for the 
salesmen to get patronizing. To handle 
it just right takes subtlety of flattery— 
and that’s an art worth studying when 
you’re in the quality business. 


F nis Leathers Make Fine Shoes 


That fine leathers and fine shoes are 
inseparable is a key point to impress 
constantly on a customer, particularly 
in the rising market of today. When 
we talked quality leathers to these 
quality shoe men, they illustrated their 
points with definite shoes. And that’s 
a cue for the salesman at the fitting 
stool—to show what he means, not 
by general statements, but by specific 
examples. 

Dan Palter, for instance, picks up 
his famous “Crusader,” forerunner of 
vogue in  soft-toed Midseason shoes. 
He points out that the toe of this shoe 
has no visible means of support, no 
boxing to make it stand up. Therefore, 
the leather must be the best, the plump- 
est, the firmest, center-skin suede. 
Q.E.D. 

Here is a Delman shoe with its vamp 
tied and folded into a one-piece bow 
detail. And Herman Delman shows us 
that only the finest, most supple 
leather can take this kind of manipu- 
lation. Q.E.D. again. (Remember back 
to your school days .. . those are the 
initials you used to sign off, when you 
had proved a geometry problem!) To 
prove that good shoes are worth good 
money takes just such definite demon- 
stration. 


Pattern Perfection 


Skillful pattern drafting makes a shoe 
look graceful and a good looking short 
vamp is something that can be talked 
about in definite terms. It isn’t just 
happy accident that gives an 8-B, 
as Andrew Geller would say, the il- 
lusion of a 4-B. It’s painstaking experi- 
ment. It’s the distribution of wood 
upon the last. It’s the cutting and re- 
cutting of a pattern, fitting and re- 
fitting upon the foot. 

What goes into that graceful shoe is 
the time and the skill of artists and 
draftsmen, the making of model after 
model before final perfection is found. 

That pattern can be copied, but the 
subtlety of proportion, the perfection 
of line can’t be completely duplicated. 
Every woman has had the experience 
of having her little milliner copy a hat 
she saw in a magazine or having her 
dressmaker run up a copy of a dress 
a friend brought back from Paris. Was 
the result ever quite the same as the 
original? Ask her if it was. And 
she’ll have to admit it wasn’t. No, not 
quite! 

Two-Way Simplicity 


Simplicity in a shoe is the prerogative 
of fine footwear. And simplicity can 
take one of two forms. It can be the 
streamline simplicity of complete un- 

[TURN TO PAGE 65, PLEASE] 
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GENUINE $2.10 
FULL-GRAIN NET 20 Days 


CALFSKIN SHOES mex 


OAK BEND SOLES ¢e GRAIN LEATHER INSOLES 


VALUES TELL THEIR 
OWN STORY 


So strongly do we believe the above statement that we are leaving these S/Q shoes 
to sell themselves. They are quality merchandise thruout and for a SHORT TIME 
ONLY will be offered by all three of our sales branches in 120 pair shipments at 
special prices. In addition to the several styles at $2.10 there are others with extra 
heavy soles at $2.15 and high shoes at $2.25 in GENUINE FULL-GRAIN 
CALFSKIN. 


Other styles will be offered in this Style and Quality line in Black Gunmetal at $1.95 
and $2.00, making one complete proposition on shoes to retail at $3.00 and $3.50. 
THE MOST SENSATIONAL VALUES TO BE FOUND IN AMERICA TODAY! 
(There are 28 styles.) Sample pairs or cases will be gladly shipped at 25¢ per pair 
extra or salesman will call with complete ‘ine upon request. 


THE THOUSANDS OF NEW ACCOUNTS AND INCREASED GOOD WILL OF OUR 
PRESENT CUSTOMERS IS THE ONLY PROFIT WE EXPECT ON THIS MERCHANDISE 


Our supply of these shoes is of necessity very limited, therefore orders are taken only for 
shipments between November 15th and January 31st. Orders will be accepted only from 
merchants who pay their bills promptly, who do not cancel their contracts and have the 
capital to invest in a stock of the biggest bargains they have ever had. 

















There will be no size revisions and therefore orders must be 
complete when placed. NO LESS THAN 120 PAIR SHIP- 
MENTS WILL BE MADE AT THE SPECIAL PRICES. 


REQUEST FOLDER ILLUSTRATING STYLES OR 
GENUINE WRITE FOR SALESMAN AND SAMPLES TODAY 


iletins J. W. CARTER COMPANY 


NASHVILLE, TENN. 


DIRECT SHOE COMPANY 
NASHVILLE, TENN. 


You can meet the strongest chain and ROSS, INC. 


ail ord titi ith th 
ao NASHVILLE, TENN. 
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Heels and Prices Going Up! 


fit 








A fair visitor examining one of the latest high heeled shoes on show 
at the 37th International Shoe and Leather Fair, at Royal Agricultural 
Hall, Islington, London. 


LONDON—Extreme simplicity in wo- 
men’s shoes is on the wane, in England, 
and the trend is toward more elaborate 
footwear. This is evident from a study 
of the International Shoe and Leather 
Fair, held in London this month. 

High heels, too, are coming back. Al- 
though from 2% in. to 3% in. will be 
the popular height, day shoes with 
even a 4% in. heel will not be uncom- 
mon. 

The movement toward the ornamen- 
tal will mostly be confined to evening 
shoes, many of the models—and that 
is excepting the freak exhibits—being 
encrusted with sequins, feathers and 
colored decorations of many kinds. 
Manufacturers are being a little more 
conservative with day shoes, which in- 
cidentally, will be “London Tan” to be 
fashionable until the Winter is over, 
then, for some unaccountable reason, 
black will predominate in the Spring. 
New blues and browns will also be 
popular when the sunshine returns. 

One of the most interesting newcom- 
ers at the show is the “anti-pneumonia” 
shoe, with a front so high as almost to 
cover the instep, and snugly fitting 
around the foot. Waterproof gabar- 
dine as well as leather will be fashion- 


able for the more expensive type of 
shoe. 

This “London Tan,’ a new shade, 
will, it is anticipated, also be the 
vogue for men’s wear. For informal 
wear popular new lines will include tan 
and elk in monk style, lemon-peel tan 
grain in golf brogues and suede of vari- 
ous styles. 

In spite of the introduction of a 
large variety of style shoes in the last 
few seasons, plain box calf oxfords are 


still, and threaten to continue to be, the _ 


biggest seller for city wear. 

Boots and shoes are going to cost 
more in Great Britain; this is obvious 
from the remarks of officials at the 
Fair. Year by year the price of hides 
is steadily rising and is now 60 per 
cent above that during the trade de- 
pression of 1931, and even now tanners 
believe the market peak has not yet 
been reached. 

Before a rise in prices is felt through 
the leather industry there is always a 
time lag, from dealers in the raw ma- 
terial to retailers of the finished shoe. 
If the British public want the same 
quality leather that they had five years 
ago, they must buy the next higher 
range in price this year. Repairs, of 
course, will go up commensurately. 





Windows Designed to Sell Quality 


[CONTINUED FROM PAGE 29] 


touch of distinction that commands 
attention at once. 

The street sign suggestion in the 
J. & J. Slater display ties this window 
up very definitely with a locality where 
fashionable social diversion abounds 
and thus suggests the use and kind of 


occasions for which the shoes are in- 
tended. The showcard clinches the 
argument by saying: “If you are win- 
ing and dancing in town .. . encase 
your feet in the new slim silhouette 
which is a Slater achievement.” Ob- 
serve that two of the shoes are dis- 





played in oversize brandy inhalers and 
that menu and wine cards from fash- 
ionable restaurants are used for a 
touch of colorful decoration. 

The huge papier maché acorn in the 
lower right hand corner of the I. Miller 
window gives a novel touch of Autumn 
to a display that is likewise unusual 
because of the way in which the shoes 
and accessories are hung from glass 
rods extending across the front. Hand- 
bags, gloves and hosiery were shown 
as well as shoes, the purpose of the 
window being to feature this firm’s 
group of “Plumage Colors.” 

“Stealing the Spotlight” was the 
showcard caption for the Franklin 
Simon window included in this week’s 
group. This parchment’ showcard, 
which in itself added a quality touch to 
a well-planned display, announced 
“Laird Schober Shoes, handcrafted and 
dramatically new . .. Fifth Avenue 
exclusives.” The Fall hat and furs 
gave a seasonal atmosphere to the en- 
semble. 

Fashion figures in the background of 
the display from the Stetson Shop in 
Boylston Street, Boston, suggest the 
types of costumes for which this group 
of tailored shoes is recommended. 

Selling juvenile shoes of quality is 
admittedly a problem with the average 
retail shoe merchant. Most shoe men 
who have given serious thought to this 
problem have reached the conclusion 
that it calls for a process of education 
of the customer in the advantages and 
real economy of better grade children’s 
shoes. In this education good window 
displays like the Altman window in- 
cluded in this week’s group should play 
an important part. 





Orthopedic Shoe Men to Rally 
[CONTINUED FROM PAGE 42] 


York State licensed by the state authori- 
ties, so as to better protect the interests 
of the public. 

Because there are some orthopedic 
men in the field not familiar with the 
movement and its proposals and who 
may be interested in learning more of 
this organization, the Orthopedic Shoe 
Men’s Association will extend a cordial 
open invitation to all to attend this 
rally and also the other meetings of 
the association. To those who have 
not already signified to the organ- 
ization their intention of attending this 
rally, it is requested that those desir- 
ous of being present notify, by letter 
or postcard, the treasurer of the asso- 
ciation, Ralph W. Merians, 222 East 
57th Street, New York City, so that 
he may be enabled, with the other 
officers, to make proper arrangements 
for the time and place. The associa- 
tion is desirous of having such an ex- 
pression of interest from as many 
retailers, connected with the ortho- 
pedic branch of the business, as can 
possibly be obtained. Irving Smith is 
vice-president of the association, and 
Harry Park is secretary. 
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HANNAHSONS : 











CARRY 


NEW 
EVENING 
SANDALS FROM 


HANNAHSONS 


DEBUTANTE 


R1074 Paley Metso Bro- 
cade, Silv. Tr..... $3. 
R1076 Genuine Silver Kid.. 3. 
R1080 Genuine Gold a hse 
R8376 Black Brocade, Sa’ 
THOMRs cecccscsvece ” 2.50 
R3380 bec my Brocade, Satin 
R3384 Black Velvet, Satin 
WU accbesnces<s 2.50 
66 Last, Round Toe 
21/8 Continental Heel 
AA and miy 
end Included Unattached 
All above also in stock with 
16/8 Cuban Heel 


* 


DORIS 
R1050 Panky, oe ny Metal- 


3 
R1054 Paisley, Gold Metal- 
li 3.10 


ic Brocade ...... . 
R8350 Black Satin ....... 2.50 
R3354 White Satin Vamp, 

Pgs Quar. ...... 2.50 


66 Last, Round Toe 
mS Continental Heel 


and B Only 
All aan also in stock with 
16/8 Cuban Heel 


* 


JEWEL 


R1058 Silver Metallic Cloth. $2.60 
R6600 _ Satin, Silver 


see eeeeesese 


Trim. 
R6604 Dark Paisley Cloth, 
R6610 Black "paille” Satin 
Strips 2 


teeter ncene 


R6618 Black. “Velvet, Satin 
Peers re 2.10 


66 Last, Round Toe 
21/8 ve Heel 
AA and B Only 
All shove. ‘an in stock 
with 16/8 Cuban Heel 


Send For A 
Complete Bulletin 


HAVERHILL 
MASS. 
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Program 


Tanners’ Council Convention 


Palmer House, Chicago, October 28-29, 1937 





1937 






Mi EMBERS of the Tanners Council of America will 
assemble in Chicago October 28 and 29 for their annual 
convention. Outstanding speakers in several fields will 
present their views to the industry. In addition, there 
will be ample opportunity for discussion of current 
conditions. All meetings with the exception of group 
meetings will be open to members of the allied trades. 


The program is as follows: 


THURSDAY, OCTOBER 28 
Morning—Open Meeting 


10 a. m. 





“Industry Problems”—Carl F. Danner, 


Chairman of the Board. Mr. Danner will discuss some 
problems which are of particular importance to all 


members of the industry at the present time. 


General Business Meeting 


“The Outlook for Business”—Benjamin H. Beckhart 


of the School of Business, Columbia University. 


Dr. 


Beckhart is the author of several books on banking and 
the money market both here and abroad. For 10 years 
he has been educational director of the New York 
Chapter of the American Institute of Banking. There 
will be ample time for questions following Dr. Beck- 


hart’s address. 
Luncheon 
Open Meeting 


1 p. m. 


“Legislative Prospects’—Warren Bishop, 


Editor of the Washington Newsletter for Manufacturers. 
For 15 years Mr. Bishop was Managing Editor of 
Nation’s Business. He is a member of the New York 


Bar and has had extensive newspaper experience. 


Afternoon 
Open Meeting 


2.30 p. m. 


“Improving Employer-Employee Rela- 


tions”—Harvey G. Ellerd of Armour and Company. 
Mr. Ellerd has been a personnel. manager of Armour 
and Company for seventeen years. He has an enviable 
reputation in the field of personnel management and is 
unusually well equipped to speak on the subject of 


employer and employee relations. 


“The Undistributed Profits Tax”—lIrving R. Glass, 
Economist of the Tanners’ Council. Mr. Glass will 
outline the action taken by the Council on the undis- 
tributed profits tax since the spring meeting and pos- 
sible developments on this subject of particular interest 


to tanners. 


4 p. m. Meetings of the Laboratory Committee and 
Tanners of Findings Leather will be held immediately 
following the adjournment of the afternoon session. 
The heavy leather tanners will give consideration to 
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the matter of further contributions to the educational 
and advertising program of the National Leather & 
Shoe Finders Assn. 


Evening 


7.30 p. m. Board of Directors’ Dinner and Annual 
Election of Officers. 


FRIDAY, OCTOBER 29 
Morning—Open Meeting 


9.30 a. m. “Sales Methods and Incentives”—J. C. 
Aspley, President of the Dartnell Corporation. Mr. 
Aspley is recognized as an authority on scientific sales 
management and methods of compensating salesmen. 
The Dartnell Corporation specializes in publications on 
management problems. ; 

“Overhauling Competition”’—A. P. Haake, Manag- 
ing Director, National Association of Furniture Manu- 
facturers. Dr. Haake is one of the leading trade asso- 
ciation executives of this country and has very definite 
views on the subject of industry self-government, and 
fair trade practices. 

“What’s Ahead for Hide and Skin Prices?”—A. W. 
_ Zelomek, Economist for the Fairchild Publications and 
Director of the International Statistical Bureau. Mr. 
Zelomek will be remembered by those who attended 
last year’s convention. He is an expert in the field 
of price forecasting and his discussion of raw material 
markets should be particularly interesting at this time. 


Luncheon 
Open Meeting 


12.30 p. m. “The Political Horizon”—Stanley High. 
For many years Dr. High has been in the public eye 
as a commentator on world affairs. As the organizer 
of The Good Neighbor League, Dr. High was a fre- 
quent visitor to the White House last year. His article 
entitled “Whose Party Is It?” which appeared in the 
Saturday Evening Post early in 1937, aroused discus- 
sion throughout the nation. 


Afternoon 
For Members 


2 p.m. Group Meetings. In charge of Group Chair- 
men. 
Hotel Reservations 


Make your room reservations direct to the Palmer 
House, Chicago. A card for your convenience in doing 
this is enclosed. This card also quotes room rates. 





Ohio Retailers Oppose Treaty 


Co_umsus, On10—The Ohio State Shoe Retailers’ 
Association, through its president, Edward Horn, has 
unanimously recorded its opposition to a proposed trade 
treaty with Czechoslovakia by terms of which cheap 
shoes would be admitted under only nominal tariff. The 
association was represented at Washington at a recent 
hearing. 
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KANGAROO 
by Connolly 


TO INSURE COMFORT 


For Heavy Weather 
Extra Protection and Wear 
—but Flexibility Too... 


the protection and wear of a double sole shoe 
with the softness and comfort of a single sole. 
This genuine Australian Kangaroo Blucher 
Oxford combines a full double outsole with 
Connolly’s Flexible insole construction. The 
softness and wearing qualities of Kangaroo are 
additional comfort features. Unquestionably, 
your line-up will be strengthened with this and 
other Connolly Kid and Kangaroo Styles. Our 
In Stock catalog illustrates the complete line of 
colors and patterns for quick selection and de- 
livery. We will send it at your request. 


IN STOCK 


Cambridge Last — Combination 
A B Cc D E EE EEE 
7/13, 7/13 6/13. 5/13“ 5/13 6/13—« 6/12 


CoNNOLLY 


SHOE COMPANY 


Stillwater, Minnesota 


Manufacturers of Men’s Fine Kangaroo and Kid 
Shoes Exclusively 
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She likes the new shoe fashions . . . likes to be 
the first one wearing the newest models. But it’s 
not often that the design she picks is a practical 
one for comfortable wear. Most of the time she buys shoes 


that really depend on the support of good sole leather. 


If the soles are England Walton fibre-sorted soles, they'll 
help the shoes to keep their shape regardless of strenuous 
dance-floor wear. Accurate fibre-sorting matches England 
Walton soles quality for quality — so you can depend on 
equal firmness and equal pliability on each side. Which 


isn’t a bad sales point to bring up when you're talking style. 


ENGLAND WALTON DIVISION A. C. Lawrence LeatHer Co. 
Boston New York Philadelphia Chicago St.Louis Milwauk San Fi 





These two photoelastic pictures of the stresses set up in leather by 
flexing the sole, show how important it is to sort by fibre — accurately 
—as England Walton does. 


Two England Walton 
soles—accurately 


sorted by fibre. 


Inaccurately sorted 
soles—one will fail 
before the other. 


soled soles 


CUT SOLES anv SOLE LEATHER PURE OAK BARK TANNED 
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NATIONAL NEWS 








Chicago Shoe Trade Hits Rapid Pace 





Stores Report Substantial Increases Over Last Year’s Business 
—Suedes Lead in Materials with Black in High Favor 


CuHIcaGo, ILL.—Chicago shoe business 
is continuing its rapidly accelerating 
rate with records in nearly all stores 
far surpassing that of last year re- 
ported. Stores report increases rang- 
ing from 20 to 35 per cent over the 
record for last year. Lower-priced 
stores report increasing numbers of 
double and triple sales. Popularity of 
Fall tweeds and sports outfits has 
upped the sales of sports shoes, espe- 
cially oxfords, and buying of new Fall 
outfits makes it necessary for even the 
woman of limited means to also buy 
dress shoes. 

The most encouraging note here is 
found in the higher-priced number and 
salons, where more and more sales are 
branching into not only “the better, 
but the best shoes.” Although gen- 
eral retail business in Chicago hit a 
slump in mid-September which has not 
picked up in comparison with last year, 
this doesn’t seem to be felt in the shoe 
trade. Retailers are of the opinion 
that the fact that Chicago had an un- 
usually warm September which saw 
white shoes on the street as late ag the 
30th, retarded the season somewhat and 
accounts for the present activity. 

“Suedes, suedes, and more suedes” 
seems to continue the selling story. 
Black still continues to lead the buying 
parade by about 80 per cent with the 
next biggest seller brown and the rest 
divided between blue, green, wine, and 
burgundy. Oxfords and trim pumps 
lead in their respective fields, with the 
volume of street shoes selling in 18/8 
heels. The dressier heels are as a gen- 
eral rule running higher than last year 
and average 20 and 21/8. Plain opera 
pumps are not getting the reception 
expected, due, retailers believe, to the 
beauty and stylishness of the trim 
numbers, especially those in grosgrain 
and satin. Pin point perforations are 
also still popular and nearly all stores 
continue to promoté the glove fitting 
type shoes. Other popular styles are 
[TURN TO PAGE 56, PLEASE] 





DATES TO REMEMBER 


Monthly Shoe Buyers’ Days, Chicago 
Shoe Travelers Association, Hotel 
Morrison, Chicago, Ill...Oct. 25, 26, 1937 


Annual Meeting Tanners’ Council of 
America, Palmer House, Chicago 


111 ORR eee Tene’ October 28, 29, "1937 


Spring Style Opening Shoe Fashion 
uild of America, Hotel Biltmore, 


fine OED kicevcceeas Nov. 1, 2, 3, 1937 


Shoe Club of New York Annual 
Dinner-Dance, Hotel McAlpin, New 


UMN eva cotenceans November 6, 1937 


Boot and Shoe Travelers Association 
of New York Stag Dinner, Grand 
Ballroom, Hotel Roosevelt, New 
Yee CHR os cccscccus November 2, 1937 


National Shoe Travelers Association 
Twenty-Seventh Annual Convention, 
Hotel Morrison, Chicago, III. 

January 1, 2, 3, 1938 


National Shoe Fair, Hotel Stevens, Chi- 
cago, Jan. 3, 4, 5, 6, 1938 


Northwestern Shoe Retailers Regional 
Association Annual Convention-Ex- 
position, Hotel Radisson, Minnea- 
polis, Minn. ....Jan. 9, 10, 11, 12, 1938 


Joint Convention and_ Exhibition 
Southwestern Shoe Travelers Asso- 
ciation and Texas Shoe Retailers 
Association, Fort Worth, Texas 

Jan. 9, 10, 11, 12, 1938 


Michigan Shoe Dealers Association 
Annual State Convention, Hotel 
Statler, Detroit, Mich. 

January 9, 10, 11, 1938 


Indiana Shoe Travelers Association, 
15th Annual Convention, Claypool 
Hotel, Indianapolis, Ind. 

Jan. 16, 17, 18, 1938 


Southern Shoe Exposition, Miami- 
Biltmore Hotel, Coral Gables, Fla. 
Jan. 17, 18, 19, 1938 


Middle Atlantic Shoe Retailers Asso- 
ciation Annual Convention, Benja- 
min Franklin Hotel, Philadelphia, 
Binds 066008 February 13, 14, 15, 1938 











Jacob Adler Celebrates 
78th Birthday 


NEw YorK.—Jacob Adler, founder of 
Adler Shoes for Men, recently cele- 
brated his 78th birthday. Mr. Adler 





JACOB ADLER 


was feted by his family at the French 
Casino on the eve of his birthday. 
Prominent in the party were Jesse, 
Arthur and Herbert Adler, his sons, all 
of whom are prominent in the business 
which he founded. 

Mr. Adler is hale and hearty and is 
still keenly interested in the shoe bus- 
iness of which he was a prominent and 
active figure a few years ago. 





T. R. Simons Leases L. A. 
Department 


Los ANGELES, CALIF.—T. R. Simons 
has acquired the leased shoe depart- 
ment in the well-known high grade 
Haggerty ready-to-wear store on Sev- 
enth Street from the previous lessor, 
Charles D. Cline. No radical changes 
are in prospect until after the first of 
the year. Previous to coming here, 
Mr. Simons was associated for ten 
years with the Robinson Shoe Co. in 
Huron, S. D. 
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most 


Our latest development — Diamond Brand Fast 
Color Eyelets with Aluminum barrels — are now 


available to shoe manufacturers in a wide selec- 


tion of standard colors and sizes. 


These new eyelets merit the consideration of 
manufacturer and retailer alike. 


UNITED FAST COLOR EYELET COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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Novel Sandal had Evening Wear 


This new evening shoe was designed by Harry Sobel, of the Fern Shoe 
Co. Front strap and forepart consist of discs of gold and silver kid. 
Dixie Dunbar, 20th Century-Fox player, is wearin, it. 





Stanley High to Address 
Tanners 


NEw YorK—Stanley High, who will 
address members of the Tanners’ Coun- 
cil of America at the Palmer House 
in Chicago on October 29, has for many 
years been in the public eye as a com- 
mentator on world affairs. He has been 
newspaper correspondent, editor, au- 
thor, as well as Director of Talks of 
the National Broadcasting Company. A 
Republican, in 19386 he went to Wash- 
ington as one of the Presidential cam- 
paign assistants. In March, 1936, at 
the President’s request, he organized 
the Good Neighbors League of which 
he became director. 

His article “Whose Party Is It?” 
which appeared in the Saturday Eve- 
ning Post of February 6, 1937, aroused 
heated discussion throughout the na- 
tion and earned for the writer the 


public displeasure of the nation’s Chief . 


Executive. On October 20, Harper’s 
will publish his new book entitled “And 
All the King’s Men: Roosevelt and 
After.” In this book, Mr. High con- 
tends that “An atmosphere has been 
created, forces have been released, 
which have set a trend much more 


significant than the New Deal as they 
threaten to be beyond its control.” 

Stanley High has the reputation of 
being a brilliant and forceful speaker 
who has never failed to hold his audi- 
ence. The views of a man who has 
been in such close contact with affairs 
in Washington should be most inter- 
esting at the present time. 


Michigan Retailers to Hold 


Cinderella Contest 


Detroit, MicH.—A feature of the 
annual convention of the Michigan 
Shoe Retailers Association to be held 
in Detroit Jan. 9-11, 1938, is to be a 
state wide “Cinderella” contest. District 
contests are now being arranged 
throughout the state, and during the 
convention in Detroit, a “queen” will 
be selected from the finalists in these 
contests. An attendance of approxi- 
mately 3,000 retail shoe dealers is an- 
ticipated from Indiana, Ohio and Mich- 
igan. At the same time an exhibit by 
200 shoe manufacturers will be held 
at the Statler Hotel, Detroit. R. G. 
Schmidt, of Hillsdale, is president of 
the state group. 
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JIM WAS MAKING 
REAL MONEY ON 
HIS CALL TRADE.. 


Se Iashed him 
how he did it! 


**You want to know how to make ’em 
repeat?’’ Jim asked. 


“That’s right’’, I said. 


**Well, you can do it as well as I can’’, he 
told me, “‘if you study the human foot’’. 


‘*How’s that?’’ I didn’t get it. 


‘It helps you fit feet more accurately’’, 
Jim answered, ‘‘and you can be sure 
your customer will be comfortable in 
the shoes you sell her. Besides, you can 
tell her why you recommend a partic- 
ular shoe for her foot. That'll make her 
feel that you’re giving her the best serv- 
ice she can get anywhere.”’ 


‘“‘Say! Where did you learn about the 
human foot, Jim?’ 

“I sent for the pocket-size handbook, 
‘Orthopraxy of the Foot’! It tells you all 
you want to know— it’s full of illustra- 
tions and it doesn’t cost a cent. Why 
don’t you send for yours today?”’ 


Educational Dept. 
Wizard Company 
4060 Forest Park Bivd. 
St. Louis, Mo. 


Send us each a copy of 
“Orthopraxy of the Foot 


FREE 


” 
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HAND CRAFTED 
QUALITY SLIPPERS 


OPERAS. | 


Price $1.90. 


EVERETTS. | 
Tala ee Dae) 


i ROMEOS. + . 
1 £ Kid Price $2.20. 


DANVERS SHOE Co. 


NEWBURYPORT, MASS. 








Chicago Shoe Trade Hits 
Rapid Pace 


[CONTINUED FROM PAGE 53] 


side ties, monk patterns, illusions, and 
high-riding ties. 

Women seem to be veering away 
from their earlier trend to buy con- 
servative styles, and now high styled 
numbers even in the higher-priced shoes 
are selling especially well. Numbers 
with built-up fronts and some type of 
unusual trim, as a bow or buckle, are 
doing well. In the cheaper shoes multi- 
colors are selling well in some quarters. 

Antelope is beginning to show ac- 
tivity in the higher-priced numbers, 
and alligator is bigger in the picture 
than it was a year ago, selling in brown 
both in pumps and oxfords. Black 
lizard is also going for street wear. 
Calfskin, gabardines, and new ribbed 
fabrics are also doing well. 

Opening of the local football season 
has also helped boost sales in sports 
shoes for spectator wear. For this di- 
vision, sturdy walking shoes with flat 
heels, kilties, and broad strap monk 
patterns are selling best. Brown, black 
and blue in order named are the most 
popular colors. Local college girls, 
many of whom are dressing for a tea 
dance or open house after the game, 
are buying black dress ties. Also in the 
sports line for college girls and high 
school girls, brown and white, black 


and white, and brown combinations in 
sports oxfords continue in popularity 
for school and campus wear. 





Dayton Retailers Re-elect 
Officers 


DAYTON, OHI0O—Members of the 
Dayton Shoe Retailers Club reelected 
the present set of officers by acclama- 
tion during the dinner meeting held in 
the Chinese room of the Hotel Miami 
on October 13. 

Although M. H. Riggs of the Bayn- 
ham Shoe Company had declined to 
accept the presidency for another term 
at the September session of the club, 
he announced that he was willing to 
remain “at the wheel” if the members 
so desired. Harry Buck of the Harry 
L. Buck Shoe Company, who had made 
the motion originally that the present 
officers be retained, came forward with 
a repetition of his motion and the 
present incumbents were reelected on 
a single ballot with no opposition. 

Those reelected with President Riggs 
were Jack Schaeffer, vice-president; 


James Gabler, secretary, and John A. . 


Schoenhals, treasurer. Schoenhals has 
been treasurer of the club for many, 
many years and, in fact, he has lost 
count. 

L. E. Griffiths of Cincinnati, repre- 
senting the United States Rubber Com- 
pany, spoke briefly during the meeting, 


relating various new styles in rubbers 
to be offered the public this year. 

It was indicated that Dayton will 
have a delegation present during the 
New York Shoe Fashion Guild on No- 
vember 1. Among those planning to 
attend are: M. H. Riggs, Louis A. 
Miller, Paul W. Crawford, Elmer 
Blomquist, Harold I. Kronenberg, De- 
Witt Altenburg. 

Louis A. Miller of Elder & Johnston 
Company, who is a member of the 
advisory board of the retail selling 
school of Parker Co-operative High 
School, submitted a report of the ac- 
tivities of the school, urging managers 
to invite their employees to take the 
course held each Monday night. Cost 
of the course is $4 and more than 40 
are enrolled which includes a majority 
of adults. Miller is slated to give a 
talk before the school in November. 

Decision was made to continue hold- 
ing the club’s dinner meetings in the 
Hotel Miami and the following com- 
mittee was named to arrange for the 
November 10 session: Don Broughton, 


. O. L. Luck, and John A. Schoenhals. 


President Riggs was instructed to 
extend an invitation to Everit B. Ter- 
hune, president of Boor AND SHOE RE- 
CORDER, to appear before the Dayton 
Shoe Retailers Club at an early date 
and give a talk on current shoe con- 
ditions. 


Mandel Employees 
Make Merry 


Los ANGELES, CALIF.—Over a hun- 
dred made merry at the annual party 
of the Mandel Employees’ Association 
which took place at the Wilshire Bowl. 
Victor Kempton was in charge of the 
arrangements. He was ably assisted by 
Chad Winsor, who later officiated as 
toastmaster. In addition to the em- 
ployees of the three Mandel shoe 
stores the following guests were in- 
vited: Lawrence Lewis, Arrow Shoe 
Co.; Jack Olstein, Flexmore Shoe Co.; 
Julius Weil, Unity Shoemakers; Ed 
Thornton, Bancroft Walker. Morris 
Mandel, secretary of the, Mandel Co., 
Julius Rappaport, .vice-president, and 
Harry C. Wolfson, president, repre- 
sented the management. Many pairs 
of shoes were given as prizes ‘by 
friends of the Employees’ Association. 








Thurston To Manage 


Muse Dept. 

ATLANTA, GA.—Charley Thurston, 
formerly manager of the men’s shoe 
department for F. W. Dabney and 
Company, of Richmond, Va., has been 
named manager of the men’s shoe de- 
partment and buyer for the George 
Muse Clothing Company, of Atlanta. 
Marshall Walker, formerly manager 
for the Muse men’s shoe department, is 
now traveling Southern territory for 
the Milford Shoe Company, of Milford, 
Mass. The men’s shoe department at 
Muse’s, which is located on the mez- 
zanine floor, has been completely re- 
arranged, and new furnishings and 
fixtures are to be added. 
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Radio Programs Increase 
Sales 


SAN FRANCISCO, CALIF.—The C. H. 
Baker stores now have three radio pro- 
grams over KFRC featuring their 


shoes and accessories. The programs 
are on at 5.30 on Wednesdays and Fri- 
days, and on Sundays at 2.30. The 
two weekday programs, devoted to 
Robin Hood Children’s shoes, are ad- 
dressed to youngsters and are known 
as the Magic Island programs. The 
Sunday programs sponsor winners in 
Buddha’s amateur contests. The pro- 
motion of children’s shoes by radio is 
new, having been started in early Octo- 
ber, but Manager Bernie Birnbaum 
says that sales in the children’s depart- 
ment have already shown an increase. 
In women’s shoes, says Mr. Birn- 
baum, the demand is all for suedes in 
black and brown, with blue running 
brown a close third and a sprinkling 
of burgundies and greens following. 


Shoe Trends in the South 


SAVANNAH, GA.—In women’s specta- 
tor type shoes this Fall browns and 
blacks in suede with leather heels are 
especially popular, according to Ar- 
mond S. Weil, president of the Globe 
Shoe Co. Multi-colors are also in de- 
mand, especially such combinations as 


Oasucim suo<s FOR Women 


Allentown, Pa.—This attractive and eye-appealing window display was used by 
Hess Bros. of this city in their opening promotion of women’s Florsheim shoes for 


Fall. 


The novel Autumn leaf motif served as a colorful background for three 


featured shoes. Other styles were arranged at the bottom on attractive sprays of 
Autumn leaves with matching accessories in several prominent spots in the display. 


green, wine, and black, and brown and 
cinnamon. Shorter dresses have cre- 
ated a demand for higher heels. 
Blacks predominate in dress wear, 
with evening shoes showing a blending 
of brocades, silver, and gold. Bags to 


match the shoes are an absolute neces- 
sity. 

In men’s shoes slightly darker colors 
are being demanded with tan Nor- 
wegian leathers very popular. Brown 
and black are the predominating colors. 
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MEN'S LEATHER SOLE BOOTEE 





WOMEN'S GYPSY BOOT 


» Padded and leather soles. 

» Kidskin, natural shearling and 

electrified lambswool uppers. 

Felt and shearling linings. 

» Trimmed with natural shearling 
and electrified shearling in 
colors. 

» Outstanding in combined style 


¥ 





















and comfort. 
ASK FOR OUR NEW "VOLUME 
37" CATALOG—illustrating 
women's p< children's ct 
INC. 
2100 AIKEN STREET 


» Priced at $1.25 to $2.95. 
| our complete line of men's, 
SWAN SHOE COMPANY 
BALTIMORE, MARYLAND 








- 
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Douglas Opens Largest Store 





The front of the new W. L. Douglas shoe store, recently opened in New York City, 

is patterned after the general architectural scheme of the Douglas stores, but on a 

larger scale. As can be seen in the above photograph, attractive and ample win- 
dow space is provided in this, their newest store. 


New York—The W. L. Douglas Shoe 
Company opened their newest and 
largest shoe store in this city recently, 
at 1322-26 Broadway, just across the 
street from R. H. Macy & Co. and on 
the street level of the Marbridge 
Building, New York’s shoe center un- 
der whose roof is gathered representa- 
tives of nearly every large shoe manu- 
facturing company in the country. 

This new store, the largest of Doug- 
las’ chain of 132, has an admirable 
location, being situated at one of New 
York’s busiest shopping centers. The 
modern front commands instant atten- 
tion from the passerby both during the 
day and at night. It is finished of 
black carrara glass with aluminum 
trim. The large Douglas sign of ex- 
truding black carrara glass is b-cked 
up by yellow which makes the name 
stand out day and night. Although not 
to be seen in the above photograph, at 
each side of the sign is a small bas- 
relief figurine of the founder of the 
company which adds to the attractive- 
ness of the front. Two wide doors give 
entrance to the interior of the store, 
one on each side of a large bay-window 
display window. 

The interior of the store is finished 
in pastel colors of salmon and blue. 
Fitting chairs, arranged in rows, take 
up the middle of the room. These are 
of a light-colored wood upholstered in 
a buff fabric. Stock shelves are sit- 
uated at the back and on both sides of 
the room set flush with the wall, with 
reserve stock kept on the left, reached 
by curtain-hung doorways. 

Modern, indirect lighting fixtures are 
hung from the ceiling and _ these, 
coupled with a novel lighting arrange- 
ment in the shape of an indented niche 
over the top of the stock shelves, pro- 
vide ample illumination for this modern 
store. 

The store carries a full line of shoes 
for the entire family. In a short time, 


as soon as alterations are completed, 
this store will have a second floor 
which will be used as a children’s de- 
partment. Access to the second floor 
is by a stairway, situeted at the right 
of the entrance. 

Raymond P. Wood, formerly man- 
ager of the Douglas store in King’s 
Highway in Brooklyn, is the manager 
of this new store. He is assisted by 
Louis Chess. 

The opening of this new store was 
attended by J. W. Bartlett, president 
of the W. L. Douglas Shoe Co., P. C. 
Wolfer, vice-president, and J. Holmes, 
general manager, all of whom were on 
hand to take part in the opening 
ceremonies. For the men, an attractive 
air travel bag was given with each 
purchase and the women received a 
pair of slippers, of which there were 
several styles to choose from. 

Since its opening the store has ful- 
filled the expectation that it would be 
the best store in the Douglas chain 
and Mr. Wood states that business has 
been very satisfactory up to date and 
he has every expectation that it will 
continue to be so. 





Shoe Styles Broadcast 


LONDON, ENGLAND.—For the first 
time in the history of the shoe trade, 
worldwide broadcasting and television 
were employed to create wider interest 
in the exhibits at the London Shoe and 
Leather Fair. Eileen Cronbrach of the 
Cronbrach Agencies, Ltd., agents in 
England for the Murray Shoe Com- 
pany of London, Canada, carried out 
the broadcast, stressing the growing 
interest in England for better fitting 
footwear and at the same time televis- 
ing interesting models. Shoes from the 
Murray line were the first shoes broad- 
cast by television. Both the broadcast 
and the televising were adjudged to be 
an outstanding success. 
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FAVORITES 


The LORETTA 


Fashion played no favorites for Fall 
1937. Her choice of Tupper Exquisites 
—the Missy, the Loretta, the Nana— 
as the evening shoes of the season was 
indeed a careful one. Undoubtedly, these 


The MISSY , ‘ ; 
three are superlative in every detail. 


For the Spring, 1938, knowing hands 
have fashioned these same lovely pat- 
terns into shoes of rare beauty. And the 
presence of the new Tupper Exquisite— 
the Haiti—will hasten retailers towelcome 
a more pleasant season than ever. These 
four lovely shoes, together with the en- 
tire Tupper line, will be at the Biltmore 
during the Guild Showing. 


Showing SpILTMORES The HAITI 


TUPPER. INC. 352 FOURTH AVENUE, NEW YORK CITY 
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Nurses' Shoes 
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Flexible, Shape Retaining 
NURSES' OXFORDS 


Made on the 
New OSCO 
Process 


IN-STOCK 









Ne. 2000 
cary) 
. ate) 


we.2, OWENS SHOE Co. 
“— 28 Goodhue St., Salem, Mass. 


* 
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Gold and Silver Repairer 
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INSTIL CONFIDENCE WITH 
SHU-PRIM 
GENUINE GOLD & SILVER 
REPAIRER 
aliquid oF a. powder is 


One tube renovates your 
entire stock of metallic 
shoes. Repaired spots 
cannot be seen. Retails 
for fifty cents a tube. 
Write 


SIGNAL 
CHEMICAL CO. 








268 Northampton St., 
Boston 








oo 





Boot Trees 





NATIONAL BOOT TREES 
RETAIL AT $4.95 


Built on a new principle. Hold 
boots wrinkle-free while allow- 
ing air to circulate freely inside. 
Lengthen life of leather. Pre- 
vent stitches rotting. Made of 
National Hard Vulcanized Fibre. 
Won’t crack, split or splinter. 
Won’t dent or corrode. 

ut in. GUARANTEED FIVE 

EARS. Set weighs 18 oz. Steady 
demand through national adver- 
tising. Free merchan- 
dising helps. Write for 
descriptive folder. Na- 
tional Vulcanized Fibre 
Co., Box 311T, Wil- 
mington, Del. 





















BOOT AND SHOE RECORDER, October 23, 1937 


New Advertising Agency 


Formed 


Cuicago, ILL.—Edward H. Weiss and 
Charles H. McDougall announce the 
new advertising agency, McDougall & 
Weiss, with temporary headquarters at 
410 N. Michigan Ave., Chicago. The 
new agency will operate from New 
York after Jan. 1, 1938, at an address 
to be announced soon. 





EDWARD H. WEISS 


McDougall & Weiss have been ap- 
pointed by the Selby Shoe Company 
and Orthopedic Shoes, Inc., as their 
advertising agents. They will place the 
advertising for Arch Preserver, Active 
Moderns, Styl-EEZ, Tru-Poise and 
Vani-Tred, for Selby; Cantilever, 
Ground Gripper and Physical Culture 
Shoes for Orthopedic Shoes, Inc. 

Mr. Weiss was formerly vice-presi- 
dent, account executive and radio head 
of Henri, Hurst and McDonald, where 
for four years he was executive of the 
Selby account. 

Mr. McDougall also resigned from 
Henri, Hurst and McDonald, where he 
was vice-president in charge of crea- 
tive work. 

Mr. Weiss, a pioneer in radio adver- 
tising, was among the first to sponsor 
such famous names as Ben Bernie and 
Chic Sales. He produced the national 
Selby programs sponsoring Mrs. Frank- 
lin D. Roosevelt. Among the accounts 
that he has been active on, prior to 
going with Henri, Hurst & McDonald, 
are Phoenix Hosiery, Pennzoil, Life 
Savers. 

Mr. McDougall for many years was 
with Batten, Barton, Durstine & Os- 
born in New York and Chicago. Among 
the accounts he was active on before 
joining Henri, Hurst & McDonald are: 
The Celotex Company, American Roll- 
ing Mills, Sears, Roebuck, Schlitz Brew- 
ing Company and Hart Schaffner & 
Marx. 





STYLE No. 463 


A 
WEALTH 
OF 
UNDERSTANDING 


of every detail of little feet is back 
of Mrs. Day's Ideal shoes—Lasts— 
patterns and construction reflect 
this expert knowledge, much of it 
gained through the Department 
of Medical Cooperation, working 
with leading foot specialists. Alert 
operators of juvenile shoe depart- 
ments find the Ideal line their best 
developer of new business. 


MRS. DAY'S 


IDEAL BABY SHOE 
COMPANY 


DANVERS, MASS. 


Manufacturers of Fabric—Cushion—Soft 
Sole—Iintermediate and 


FLEXIBLE HARD SOLES 











Midwest Shoe Fair 


Committee Meets 


CINCINNATI, OHIO. —- The Midwest 
Shoe Fair Committee held their initial 
meeting in October for the purpose of 
discussion of the next Fair to be held 
at the Netherland Plaza Hotel, Cincin- 
nati, Ohio, on June 4, 5, and 6, 1938. 

The following officers were all re- 
elected: Frank Weber, chairman; Ted 
Orr, vice-chairman; E. C. Horn, secre- 
tary, and George Dohrman, treasurer. 

From the enthusiasm displayed by 
the thirty-odd members present it ap- 
pears that the 1988 Midwest Shoe Fair 
will eclipse anything attempted in the 
past. 

At the present writing there are over 
100 reservations for display rooms re- 
ceived from manufacturers throughout 
the country, and the committee feels 
sure the attendance will be 50 per cent 
greater than it was at the last Fair. 

The committee extends a cordial in- 
vitation to all those interested in the 
progress of the shoe industry to make 
plans to attend the 1938 mid-West Shoe 
Fair. 


Largo Shoe Shop Moves 


LARGO, FLoRmA—The Largo Shoe 
Shop has been relocated in larger and 
more roomy quarters in the Ulmer 
Building. A. B. Peterson is proprietor. 
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BIG 





A slight exaggeration, we admit ... but once you 
have occupied one of the beautiful new rooms in 
Hotel McAlpin, you will agree there is a cheery 
spaciousness to our rooms seldom found else- 
where. Everything in these big beautiful rooms 
is new . . . carpets, draperies, furniture and fix- 4 
tures ... and yet so comfortably homelike that 7” 

you wonder how such luxury can be enjoyed at Ni 
such moderate cost. 


anouar John J. Woelfle, Mgr. na = | 
| 4 
HOTEL MCALPIN Ht | | 
“The Center of Convenience” ; 
Broadway at 34th St. ; &- a. 


NEW YORK 


ROOMS with BATH from 7 : ‘ 
$950 $ 400 $ 450 Kangaroo’s strength and lightness, together with 


its tight grain that takes a brilliant polish, are what 
pasa have made it so ideal for well groomed, active feet. 
But some men want to know “why?” Kangaroo 
leather is 17% stronger, weight for weight, than 
any other leather, “why?” at any given strength it’s 


14.6% lighter. 





SINGLE DOUBLE 














Fortunately, the same physicists at M.ILT. who sub- 
mitted all types of shoe leathers to studies and tests 
also determined what gave Kangaroo its extra 
strength. The microscope showed them that the 
Kangaroo skin fibres were intertwined and inter- 
woven, did not lie in flat layers, but produced a 
tightly woven mat. Lacing, or interweaving, is one 
of the principles of strength! 


Genuine Kangaroo is tanned in this country by the 
Surpass Leather Co., Philadelphia, the Richard 
Young Co., New York, and the Ziegel Eisman Co., 
THE SHOE BUYING CENTER Boston. When you sell a customer his first pair of 

IN NEW YORK shoes of genuine Kangaroo you can give him a 
the crossroads of the trade . . . where reason why you recommend them. 


the season's newest and most significant 
shoe styles are now on display. 


Shop the Marbridge Building for au- 
thentic shoe styles. The showrooms of 


the shoe Industry's leading manufactur- 
ers . . . conveniently assembled under 
one roof .. . offer you a splendid 
opportunity to look before you buy. 





DS.MAC 
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Children's Shoes 








ledicra 
SHOES 


HAND LASTED 
OHILDREN’S SHOES 
Finest Quality 


: PEDIORAFT SHOES—Swansen & Ritner Sto.. 
t| Philadelphia 

1 
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Men's Shoes 
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“HIGHEST GRADE ONLY" 
EAST WEYMOUTH, MASS., U.S.A. 










RAW CORD LEATHER 
SOLE & HEEL e QUARTER 
LININGS 





- 
SPECIAL WATER 
RESISTING TANNAGE 


EASTERN 
SHOE CO. 


186 LINCOLN ST. 
BOSTON 
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Riding Boots 
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Appointed Eastern Sales 


Representative 

New York.—Herman R. Pomerance, 
of 1055 Jerome Avenue, New York, 
formerly associated with the Irving 
Drew Company, has joined with the 
Rohn Shoe Mfg. Co. of Milwaukee, 





H. R. POMERANCE 


Wis., selling their nationally known 
Rohn Nu-Matic shoes for men and 
women for the following territory: 
New York State and Metropolitan area, 
Connecticut, Rhode Island and Massa- 
chusetts. 

In 1917 Mr. Pomerance started his 
shoe career as clerk in a retail store 
and then received an offer from Kempe 
& Samuels, wholesale distributors, to 
sell shoes on the road. He remained 
with that firm until they liquidated in 
1932. He then became vice-president 
of the Theo. Kemp Shoe Corp. and 
resigned in 1934, becoming associated 
with the Irving Drew Company of 
Portsmouth, Ohio. 

Mr. Pomerance is enthusiastic over 
Rohn Nu-Matic shoes and their special 
features and will start calling on the 
trade at once. A host of friends have 
congratulated him and wish him con- 
tinued success. 


Graham with 
Evans & Schwartz 

CoLUMBUs, OHIO—Harry C. Graham, 
known as the “Foot Comfort Coun- 
selor” to thousands of radio listeners 
in the central Ohio district, has been 
placed in charge of an enlarged and 
remodeled children’s shoe department 
now being installed at Evans and 
Schwartz Shoe Store, 479 North High 
Street, Columbus. Graham is widely 
experienced in orthopedic shoe fitting, 
having been associated with this one 
firm for over twelve years. He will 
specialize in fitting children with un- 
usual foot conditions, those who are 
hard to fit, and those who require in- 
dividual wedging or padding as pre- 


| 







SLATTERY'S 


@ 










IN TWENTY 
POPULAR COLORS 


satisfies the demand 
for an aniline dyed, 
colorfast, nap sueded 
leather. It is selected 
by most leading manu- 
facturers because it so 
completely fills their 
requirements. 
SLATTERY BROS. 
TANNING COMPANY 


210 SOUTH ST. TANNERIES 
BOSTON, MASS. SALEM, MASS. 



















scribed by physicians. For a number 
of years Mr. Graham has been giving 
radio talks and lectures to parent 
groups in an educational campaign to 
promote better foot health among chil- 
dren. He states that 99 per cent of the 
babies are born with perfect feet, but 
only ten per cent reach maturity with- 
out suffering from foot troubles. More 
careful methods of fitting children’s 
shoes and cooperation on the part of 
parents to prevent children’s wearing 
outgrown shoes will go far toward 
remedying this condition, he believes. 





Milwaukee Retailers 
Optimistic 

MILWAUKEE, WIS.—A more opti- 
mistic feeling on the part ef retailers 
is reported by local shoe manufacturers 
as compared to several weeks ago, an 
indication that the hand-to-mouth buy- 
ing of the past several months will give 
way shortly to more sizeable orders. 
Surveys show retail trade to be good, 
although a number of plants continue 
to operate on a short week due to over- 
production during the first half of the 
year and to price adjustments. 

Any decline in shoe sales has been 
more marked in the work shoe and 
lower priced dress shoe lines than in 
the higher priced shoes, while women’s 
and children’s shoe sales have remained 
fairly steady. 
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COMMERCIAL 


FACTORING 


Sell for cash... your customers 
receive their regular terms—yet 
you obtain cash immediately. 


We assume the credit risks. 





COMMERCIAL FACTORS CORPORATION 
SEVENTY-SEVEN FRANKLIN STREET, BOSTON 
TWO PARK AVENUE, NEW YORK 











Shaw Joins Brauer 
Sales Force 


St. Louis, Mo.—W. Ted Shaw has 
joined the sales force of the Brauer 
Bros. Shoe Company. He will cover 
the New York and New England states 
as ‘well as the cities of Baltimore, 
Washington and Philadelphia. 


W. T. SHAW 


Mr. Shaw has been selling style shoes 
on the road for the past ten years, and 
during that time he has made many 
friends in the shoe trade over the en- 
tire country, all of whom join in wish- 
ing him success in his. new connection. 


Newburg Opens Remodeled 
Store 


La CrossE, Wis.—The enlarged and 
remodeled Newburg Clothing Co. has 
been opened here with the exterior fin- 
ished in platinum shade carrara glass 
with black base. New fixtures have 
been installed throughout, with display 
cases of dark oak finished in walnut, 
each with a black base. Walls and 
ceiling are of ivory shaded nu-wood 
with a contrasting molding of buff. The 


shoe department, which is managed by 
Earl Olson with Harold Miller as his 
assistant, is fitted with green carpeting 
and tubular metal furniture of red 
and black leather, trimmed in chro- 
mium. The men’s clothing store has 
been air conditioned and equipped with 
indirect lighting. ; 


Guild Tells of Its Aims 





“Whether it be bidden or whether it show; 
“Let the work be sound for the Lord will know” 
—Edwia 


GREETINGS 
from the Philadelphia 
SHOE MERCHANTS’ GUILD, Inc. 


pe 
Shoe Merchants’ Guild we have chosen St. Crispin, 
patron saint of the shoemakers of the Middle Ages 
as our tn the rigid adherence to the 
following high principles: 
“The purposes for which this Guild 1s formed are to 


poor to its members.” 
We are confident that these objectives will be wel- 
comed by the thoughtful consideration of the whole 
Philadelphia public. 

CHARTER MEMBERS 


Tus Bru Store Hanan & SON 

13th & Chestout Sts. 1627 Chestout St 

Bonwir TELLER Harper's Watk-Over SHOP 
17th & Chestnut Sts. 1022 Chestnut St. 

‘Warpo M. CLarLin M. W. Locke SHor SHop 
1606 Chestout St. 1619 Chestout St. 

Darsimen’s 1. Miter & Sons, INC. 
1211 Chestnut Se. 1225 Chestnut Sts 
Dewszes Lee Rapp 

1122 Chestnut Se. 1020 Chestnut St. 


A. H. Geutinc Co. W =H. Sremeawat 
1308 Chestout St. 1528 Chestaut St. 











The Philadelphia Shoe Merchants Guild 

used this ad recently in a local paper 

to tell the buying public the purposes 

for which the Guild was formed and 
what it expects it to do. 








BUY WISELY AND 
SELL PROFITABLY 


x 
Be sure to get 


NEW 1937-38 


BALL-BAND 


CATALOG 
x 


If you haven't one 
write for it today! 





" Mishawaka, indiana - 

















New Promotion Book 


NEw YorK.—Thomas Robb, manager 
of the Sales Promotion Division of the 
National Retail Dry Goods Association, 
has written a book on sales promotion 
entitled, “A New Concept of Retail 
Sales Promotion.” This book, while it 
is prepared by department store people 
for department store guidance partic- 
ularly, is one that every promotion: 
minded merchant can read with profit 
The book analyzes the faults of pres- 
ent-day sales promotion and offers a 
constructive program to reduce pub- 
licity expenses while increasing volume,, 
profit and good-will. 
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Ski Boots 


OF Or ee ee 





Ski Boots-Men’s & Women’s 
Goodyear Welt 
Construction 


Send for folder of Hi cuts 
mocassins and  ski-boots. 


7at2 H. CONJOR SHOE CO., INC. 
197 Flatbush Ave. Brooklyn, N. Y. 
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Dancing Shoes and Taps 
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PROFESSIONAL TAP DANCE SHOE 
_ IN-STOCK 








oS 






12 BandC $1.50 
i AB and C aie 
AB and C 


DAVID T. NATHAN 
138 Lincoln St., Boston, Mass. 











NN 


& Pat. Tap Slippers 
cS IN STOCK 





ALSO LOWER GRADES 
SCUWARTS & HERDER, INC., ROPES. 
Philadelphia 





Women's Shoes 





KUSH-IN-EZE 


HAND TURNED 
FOOTWEAR 













No. 561 
Black kid blucher 
tie; 56 last; 
kid lined ; 
corded; 14/8 
heel ; ru bber 
Pak 
$2.46 


VAUGHAN TOWLE CO. 


A division of L. B. Evans’ Son Co. 
WAKEFIELD MASS. 





i 
| 
i 








~ 





BOOT AND SHOE RECORDER, October 23, 1937 


ELAM'S 


PRE- WELTS 


Obituaries 
Mrs. Martin Weyenberg 

Cuicaco, ILt.—Mrs. Martin Weyen- 
berg, 83, mother of Frank L. and Syl- 
vester A. Weyenberg, prominent shoe 
manufacturers, died on October 10 at 
her home in Appleton, Wis. 

Mrs. Weyenberg is survived by her 
husband, who is in his 87th year. Mr. 
Weyenberg has been interested in the 
shoe business for many years, dating 
from the operation of a shoe store in 
his early years and later having an 
interest with his two brothers; who 
operated a shoe factory in Chippewa 
Falls under the name of the W. L. Shoe 
Company. 

It was natural for their sons Frank 
and Sylvester to start on a career in 
the shoe industry. Frank L. Weyen- 
berg is now president of the Weyenberg 
Shoe Mfg. Co., while his brother Syl- 
vester is head of the Simplex Shoe 
Mfg. Co. Associated with them is an- 
other brother, Edmund. 

Mrs. Weyenberg is survived besides 
her husband by twelve children, Frank 
L. Weyenberg, Sylvester A. Weyenberg, 
Edmund Weyenberg, Lloyd V. Weyen- 
berg, Nell Schiffer, Alberta Wenzel, 
Eleanor Van Dem Wymelenberg, Lylle 
Femal, Louise Gonnering, Genevieve 
McCarthy, Regina Emperor and Helen 
Blenker. 


William G. A. Ricker 


DETROIT, MicH. — William G. A. 
Ricker, a master craftsman in the shoe 
industry in his day, died in Detroit at 
95 at the home of his daughter. 

In 1873 Hazen S. Pingree, later Gov- 
ernor of Michigan, brought him from 
his home in Lowell, Mass., to Detroit, 
to make custom-built shoes for the élite 
of Detroit. 

He was born in Rochester, N. H., and 
was working in Massachusetts where 
he enlisted at the outbreak of the Civil 
War as a private in the Second Massa- 
chusetts Cavalry under Gen. Ben But- 
ler. In 1866 he was honorably dis- 
charged as a captain. 

Peninsular Chapter, Royal Arch Ma- 
sons, honored him with a life member- 
ship when he was 90 years old. Burial 
was in Woodmere Cemetery where Kil- 
winning Lodge conducted the Masonic 
service. 

Survivors are a daughter, a son, four 
grandchildren, and seven great-grand- 
children. 


Hobart P. Shean 


WORCESTER, MASS.—Hobart P. Shean, 
owner of the Shean Shoe Shoppe, 6 
Foster St., died recently at his home 
here, following a period of failing 
health, 

He had been connected with the 
shoe industry practically all of his life, 
and operated his own business for a 
number of years. 

Mr. Shean was a prominent church- 
man, member of Worcester Lodge of 







300 Patent Leather 
301 Smoke Elk 
302 White Elk 


Let the mothers in your town know that you 
are doing a real job in bony | their children— 
that you are concerned with the healthy devel- 

opment of young feet. 

Elam Pre-Welts will help you to do that job 
effectively. Once mothers become acquainted 
with the satisfaction that Elam's Pre-Welts 
give, you'll be fitting their youngsters regularly. 

Send for our catalog of styles IN STOCK for 
immediate delivery. 


F.S. ELAM SHOE CO. 


176 No. WATER ST. ROCHESTER, N. Y. 


DISTRIBL TORS 


4 


NEW YORK 439 Marbridge Bldg 
BOSTON: Lane Bros 

NEW ORLE ANS B. Rosenberg & Sons 
LOS ANGELES: Boston Shoe Co 








B. P. O. E., Washington Social Club, 
Worcester Rotary Club, Knights * of 
Columbus. He had been a member of 
the Blessed Sacrament Church since 
the parish was started a number of 
years ago. 

He is survived by his widow, Mrs. 
Agnes K. Shean, four sons, one of 
whom, Hobart P. Shean, Jr., has been 
associated with the city’s shoe shops 
for several years. 


William Gerrish 

Boston, Mass.— William Gerrish, 
better known to the boys as “Pink,” 
passed away on Wednesday, October 7, 
at the age of seventy-three. 

For years he was connected with 
Winch Brothers and covered New Eng- 
land for them up to the time of their 
liquidation. 

He will be remembered as one of the 
most outstanding and most popular 
men in the shoe trade. 





Christian W. Johnson 


MILWAUKEE, Wis. — Christian W. 
Johnson, 56, associated with his father 
in the shoe business here for many 
years and more recently engaged in 
foot correction work, died recently of 
a heart attack at his home. Survivors 
include his wife, a daughter, two sis- 
ters, and three brothers. 
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See these smart new creations in one of 
America’s fastest style lines retailing at $5.00 


Our new Spring line will be on display November 1-2-3, at the 
McAlpin Hotel, New York, during the GUILD SHOW. 
Jack David and Sam Epstine will be in charge. 
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Our entire sales force will be in their territories November Ist with this smart new line 
of Spring styles—styles that are backed by a quality which protects your mark-up. 


KANE, DUNHAM & KRAUS, INC. 


1709 WASHINGTON AVE. 


Manufacturers of Women’s Smart Shoes 
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ST. LOUIS, MO. 




















adornment. Or it can be the intricate 
simplicity of detail so skillfully de- 
signed and so artfully executed that 
the final effect is a perfect simple whole, 
with nothing obtrusive about it... 
nothing that looks “tacked on.” 

That’s a hard point to get over, but 
an important one. Let’s take clothes— 
which a woman knows better than 
shoes—to help us out. If a woman 
wears a perfectly plain tailored suit, 
that suit must be beautifully made. 
The difference between looking plain or 
patrician is all in the cut and work- 
manship. 

If, on the other hand, she wears a 
dress with lots of detail, that detail 
must also be so beautifully executed 
that the final effect is simplicity again 
—intricate simplicity, but still sim- 
plicity, because the detail all flows to- 
gether with harmony. 

So, with a simple shoe in his hand, 
the shoe salesman can point out how 
everything in that shoe depends upon 
line. He points out that this simple 
line will still be just as fine—weeks 
later—as the shoe is worn. 

And with the intricate shoe in his 
hand, he talks about the hours of hand 
work that made that piping lie so flat 
and flow so beautifully into the design 
—or the stitching so fine that you can 
barely see it and which contributed 
such rich, unobstrusive elegance. 


Down to the Wood 

We’re getting in just a little deep, 
right now. So let’s get back to more 
solid ground. There’s something so 
solid about a last . . . good, solid sub- 
stantial wood. 

Of all the quality factors in shoe- 
making, the last is, without question, 
paramount. Proper width and length 
and balance, correct upper fitting all 
go back to the wood. And yet how 
little, in many stores, is said about 
lasts. Women, many shoe men will 
argue, aren’t interested in technicali- 
ties. But talking about a last need not 








Good Shoes versus Good Money 


[CONTINUED FROM PAGE 46] 


be made technical. It is really roman- 
tic to think that the shape of different 
types of feet are molded in wood, then 
that shoes are stretched over that mold, 
and left there for days until the flexible 
leather takes on every curve and hol- 
low. 


A Last In Your Hand 


Why not show a customer the last 
on which her shoes are built? Why not 
use the little exhibition as an excuse to 
tell her something of the heritage of 
fine shoemaking? 

Again it’s a case of opening the door 
and taking the customer behind the 
scenes. We could do so much more of 
this than we do. There’s a story in fine 
shoes that cheap shoes can’t compete 
with. They must stick to the surface, 
to first impression, to flash attractive- 
ness. Behind quality shoes there’s a 
packground ...a colorful, factual story 
to tell. If we’re in the quality shoe 
business, by all means let’s tell it. 





Hanan Increases Double Sales 


San FRANcisco, CALir.—An_in- 
increased number of double sales in 
all departments is being reported from 
Hanan & Son, Inc., 157 Geary Street. 
Manager C. L. Girdner says: “Our at- 
tempts to sell two or more articles or 
pairs of articles is meeting with a 
ready response from customers. Rarely 
a week goes by that we do not sell 
some customer as many as four or five 
pairs of shoes instead of one. In sell- 
ing shoes, we point out that it is cheap- 
er to have more than one pair and to 
change more often. In selling hosiery 
and bags, all we need do is to suggest 
the necessity of having different shades 
and colors to harmonize with various 
outfits.” 

Hanan’s are finding suedes very 
much in demand with black, brown and 
blue being favored in the order given. 
They are featuring their Career Girl 
models in a price range of from $8.75 
to $10.75. 






Looks for Strictly Suede 
Season 


CLEVELAND, OHIO—Floyd A. Page, 
women’s shoe buyer at the May Com- 
pany, Cleveland, looks for a strictly 
suede season to carry through October. 
September demand on the floor, he 
advised, was running 97 per cent to 
suede. About 70 per cent of the suede 
sales were in black with 22 per cent in 
brown and 8 per cent in other colors 
including a stronger trend to blue. The 
latter color has shown a decided pick- 
up. Ties are outselling everything and 
high-cut types with5, 6 or 7 eyelets are 
in strongest demand. Stepin or trim 
pump styles follow. 

After October Mr. Page predicts a 
three-way split in the demand running 
to gabardines, patents and calfskins 
Fancy styles will taper off in favor of 
more tailored types. The calfskin de- 
mand will be mainly for brown while 
black will be lighter because patents 
will take the strong play in black. 
Gabardines with patent trim will be 
found very acceptable. 

Mr. Page believes that perforated 
shoes will continue active through the 
winter season this year because of the 
small perforations. In the evening 
shoes he looks for great predominance 
of sandal types. Satin, next to silver 
and gold, will be more outstanding this 
year. There will be more dyeable types 
of fashion shoes sold this year than 
last. 


Use Football Tie-up 
for Promotion 


SAN FRANCISCO, CALIF.—Feltman & 
Curme are doing well on collegiate- 
style shoes by tying in their windows 
with the football season. Windows are 
featuring school pennants with several 
pictures showing plays in important 
games. Manager H. C. Willis says that 
in women’s shoes, the volume demand 
is for suedes, $3.98 being the popular 
price. 
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Mother knows the importance of FLEXIBILITY in her 
own shoes. Foot health and foot comfort depend up- 


on it and she is right in demanding it for her children. 





Selection of proper materials is essential and the 
method of construction must be right. LITTLEWAY 
and UCO LOCKSTITCH shoes provide two sure 
and practical ways of securing the flexibility and 


comfort required by young and active feet. 


LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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abe _ FREE Home Study Course 


It Is Easy To Qualify. This Knowledge Pays Handsomely! 


The demand for Dr. Scholl’s Foot Comfort Service is the greatest in the history 
of the Shoe business. Millions want relief and willingly pay well for it. They have 
learned that “corrective” shoes simply don’t correct. They want intelli- / 
gent, skillful understanding about their feet. Can YOU meet these "ff 
quickly qualify 


demands ?...Dr. Scholl’s Home Study Course will 
you for this bigger opportunity in the shoe busi- 


ness. Costs nothing. For details write Educational Dept., 
THE SCHOLL MFG. CO., Inc., Chicago, Ill. 
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ARCH SUPPORTS—APPLIANCES—REMEDIES 





Miami Favors Solid Colors 


MiaM1, Fuia.—Miami shoe dealers 
are reporting a growing trend toward 
the all-one-color shoe without a re- 
lieving touch of white or another color. 
However, multicolors still have a fairly 
steady demand. Many retailers are 
predicting a big season for blues, par- 
ticularly bright Royal. They are also 
expecting considerable activity in Kelly 
green. Red is and will continue to be 
in the background. Black, of course, is 
still most popular. While it is too early 
to make an absolute prediction as to 
what will be the best moving shades, 
the. general consensus of opinion is 
that these colors will be prominent. 

There is a general feeling that the 
open toe, open shank sandal will erjoy 
a heavy demand. Burdine’s is featuring 
a high vamp suede and calf tie. It 
comes in black, brown, or blue, and 
has been well received. Another good 
shoe, also in suede, is a high cut pump 
with a two-button tongue trim. High 
front pumps with lastex side-inserts 
for smooth fit in suede with calf have 
also been active. These are not of the 
sandal type, but are shoes wanted for 
travel or home wear. They retail at 
about $10.75. 

At the Nankin Shoe Store a walk- 
over Cabana with shadow magic has 
been good at $8.75. This is a luxuri- 
antly soft suede with tracery of shadow 
braiding and a side fastening buckle 
of general proportions. Another pop- 
ular model has been the Siesta step-in 
—a very high front pump. 

Boyd’s is featuring high fronts in 
pumps and ties, of suede and kid in 
all the new colors and combinations. 
These are copies of the shoes worn 
by Joan Crawford in “The Bride Wore 
Red,” and were introduced in Miami at 
the time the picture was first shown 
here. The tie-in, which was carried 
on quite extensively in advertising and 
window displays, created interest in 
these shoes. 

At Palmer’s they are showing the 
new lines in high fronts. Black is one 
of the most important colors in this 


store, although there is a good assort- 
ment of the other colors. 

Cowen’s reports that black is always 
chic, and is offering a smart black 
gabardine combined with bright black 
patent. The model is a_ high-front 
sandal with a criss-cross strap ar- 
rangement and an open shank. An- 
other good model is a classic pump in 
patent or dull kidskin. 

Sam Bailey has some two-tone shoes 
that are the last word in smartness. 
High fronts and broad buckle closing 
are featured here. 

At Baker’s there are some clever 
sandals in patent and kid, with open 
toes and fine piping for contrast. A 
good number is a high front pump with 
a flared roll front. There is consider- 
able detail work on the shoes shown 
in this store. 

The Mark Store is offering a high 
gored stepin pump that has been well 
received. Another of their best sellers 
is a black gabardine open-toe sandal, 
featuring patent trim and very high 
laced fronts, with a buckle closing at 
the side. 

Butler’s has a new shoe called the 
Buccaneer which is being well received. 
This shoe has a tongue flap that can 
be moulded at various smart angles to 
fit the mood of the wearer. Suede is 
the popular leather, although calfskin 
is also used. 


Joseph Stein Retires 


CLEVELAND, OHI0O—Joseph Stein, who 
for 20 years operated a shoe store in 
this city, has sold out and retired. Mr. 
Stein is moving his family to Cali- 
fornia where he will take a well-earned 
vacation and rest. 

Mr. Stein’s temporary address in 
California is 926 E. 87th Place, Los 
Angeles, California. 

His many Cleveland shoe friends re- 
gret his leaving, but sent him forth 
with their sincere good wishes. 

Mr. Stein sold his store to I. Kirstein. 


R. N. Stewart Carrying 
Goding Line 

Los ANGELES, CALIF.—The Goding 
Shoe Co. of Paris, Ill., is now being 
represented by R. N. Stewart. Per- 
manent sample rooms are maintained 
at Room 201, Broadway Arcade Build- 
ing. Stewart is carrying the complete 
line of men’s and boys’ welt shoes, as 
well as the riding boots, field boots, 
and jodhpurs, all of which are stocked 
at the factory. The states of Cali- 
fornia, Oregon, and Washington are 
included in his territory. He is well 
known there, since he traveled these 
states for some time, under the title of 
the “Dundee Man.” 


May Co. Enlarges L. A. 
Shoe Dept. 


Los ANGELES, CALIF.—This_ sign 
over the boarding of two store rooms 
adjoining the May Co. shoe depart- 
ment tells its own story, “Another 
Step Forward. The May Co.’s growth 
necessitates taking over these two 
store rooms, adding 12,000 more 
square feet to our expanding modern 
shoe section.” It is expected that the 
addition will be completed soon after 
the first of the year in time for the 
opening of the Spring selling season. 
When completed, there will be seating 
capacity for some 400 patrons, shoe 
manager Joseph H. Ferguson stated. 
It will be air-conditioned throughout. 
High style welts and turns will be 
featured, as well as some corrective 
types. 

When completed, the shoe section will 
have special parlors for the different 
lines carried. Plans are being com- 
pleted for the enlargement of the 
Paragon shoe department and _ the 
men’s shoe section, both of which are 
located on the first floor. The healthy 
growth of all shoe departments in 
The May Co. store has caused the 
management to heed the requests of 
department heads for more space in 
order to serve the trade properly. 
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HELP WANTED 











Wanted Salesmen 


To carry a line of smart 
women’s sport shoes to retail 
$6.85 to about $7.50. Line 
well styled and of real qual- 
ity. Want representation on 
Pacific Coast, South and 
South West, and from Chi- 
cago to Denver in the Middle 
West. Have no objection if 
carried in conjunction with 
non conflicting line of wo- 
men’s shoes. Want real pro- 
ducers. 


THE FEDER GREGG 
SHOE COMPANY, Inc. 
Cincinnati, Ohio 





AVAILABLE 


Services of a salesman who has been selling 
women’s better grade shoes for the past 
twenty years are available for the Middle 
West or Southern sections of the country. 
Has had broad experience in covering the 
territory as well as in sales executive work. 
For the past few years has been represent- 
ing a line of women’s shoes in the $6.00 
to $10.00 retail range, selling to the best 
trade; he has become acquainted with buy- 
ers very generally throughout the country 
and is capable of giving proper representa- 
tion to a good line of merchandise. The 
very best of references will be furnished; 
for further particulars 
Address F-542, Care 
BOOT & SHOE RECORDER 

239 West 39th St., New York, N. Y. 











RELIABLE Salesman opening West Coast 

Manu‘acturer’s Sales Agency wants Chil- 
dren’s and Women’s shoes. Write immediately 
to Box F-545, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 














SALESMEN WANTED: A new arrangement 
of territories in South Carolina, Georgia and 
Florida creates vacancies for two salesmen to 
sell a fast styled line Women’s Instock Novelty 
Footwear to retail at popular prices. Complete 
new line of pattern shoes every four to five 
weeks, offering live salesmen a genuine money 
making proposition. When applying, give age 
and road selling experience. Address Shu- 
_ Inc., 1214 Washington Ave., St. Louis, 
0. 





SouTH Shore manufacturer of one of the 

leading $5.00 Men’s Retailers is expanding 
and wants salesmen with non-competitive lines 
for the entire Middle Western Territory. In- 
quiries treated strictly confidential. Address 
F-546, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 





SALESMEN to sell complete line of children 

and growing girls’ sport shoes. Can be carried 
as side line on commission basis. Texas and 
other states open. Address F-541, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 





ESIDENT Selesmen—Men’s, Boys’, Youths’, 
Growing Girls’, Misses’ and Children’s popu- 
lar priced stitchdowns for Alabama, ae 
Louisiana, Texas, Oklahoma, Arkansas, e- 
braska, Missouri, Illinois, Indiana, Kentucky, 
New Jersey, Delaware, Eastern Pennsylvania 
and up state New York. Liberal commissions 
id. Address F-543, care Boot & Shoe 
Receeder, 140 Federal St., Boston, Mass. 





ELIABLE salesman wants Factory line of 

Children’s Shoes or Women’s Corrective line 
for New Jersey and New York. Address F-547, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





YOUNG man, Age 30, with 10 years’ success- 

ful selling experience catering to retail and 
department store trade in Metropolitan area of 
New York City desires a connection with a 
fectory line of Women’s Semi-Corrective and 
Novelty Shoes, Makeup and In-Stock proposi- 
tion; $4.00 to $5.00 retailers. Address F-549, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 


SALESMAN WANTED. LINE WANTED 
ERVICE man wanted. Must have high grade 
HIGH GRADE SALESMAN | | Stores. "Feliowing territories: New York State, 


New Jersey State, New England States. Ad- 
dress F-529, care Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





FOR SALE 


FOR SALE—Stock numbering system for re- 
tail shoe stores, covering styles, heel heights, 
men’s, women’s and children’s shoes. A val- 
uable aid to stock control and in speeding up 
sales, esyecially with extra help on Saturdays. 
Address F-532, Shoe Recorder, 239 
West 39th Street. New York, N. Y. 








MEN'S Shoe Store, down town New York 
location; good business; must sell at once, 
small capital required. Address F-540, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 





WANTED TO PURCHASE 





WANTED- Second hand X-ray machine, ive 
year made and full details. Dennis-Med- 
vene Co., Melbourne, Florida. 





SHOE STOCKS BOUGHT 


Complete or Part 
Wholesale or Retail 
BARIS SHOE COMPANY, Inc. 


79-81 READE STREET, NEW YORK, N. Y. 
Telephone WORTH 2-5180, 518! 











POSITION WANTED 





ATTENTION of store man who wants to 
relieve himself of store cares or wishes 
to semi-retire on account of illness. Am 
anxious to connect with busy family shoe store. 
Have managed volume shoe stores for 19 
years. Am well experienced in merchandising, 
stock control, window trimming and handling 
personnel. Am 37 years of age, married. Will 
furnish A-1 references upon request. Address 


F-548, care Boot & Shoe Recorder, 239 West 


39th Street, New York, N. Y. 





««CRACKERJACK” salesman—capable man- 
ager, good window trimmer and_back- 
grounds. Willing to go anywhere. Now em- 
ployed New York. Age 35. Address F-544, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, Ti 





WE BUY 
Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch er, n ity, Bos- 
tonians, Stetson, Red Cross, Nunn Bush, Etc. 
IBVIN RUBIN 
“The House of Jobs” 
89 Reade St., Cor. Church 
Phone Barclay 7-7887 New York City 








Buyers of Surplus Stocks 
trom’ manutsstarers,”Jobbers er retailers. 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 














address should be counted. 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
mum charge, 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 
When a box number is desired twelve words should be added for the address. In all other cases each word of the 
The rate for all display classified advertisements is $5.00 an inch with a maximum of 45 words. 

Classified advertising is payable in advance. 
§@= Advertisements for this page must be in our New York office on Friday of the week preceding publication. “Gég 











NE ae a ye ee Ce ee 











BUSINESS OPPORTUNITY 











YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy; no agency 
or soliciting. Established 1894. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass, 








MERCHANTS’ NEEDS 





“aco Pouy Cup 
— for Price Tickets 
$2.25 
HALF GROSS 





Tilts at Any Angle 


M. D. Pollinger Co. 
Holland Bldg., St. Louls, Mo. 














For Spats and 
Shoe Ornaments 


Also our newest patent 
zipper spat. 


MANOLIS 
Manufasturing Company, 


a ve., 
Chicago, Ill. Side Line 
Salesmen Wanted. 


















Files Patent Suit Against Bata 


NEw YorkK—The H. C. Godman 
Company, of Columbus, Ohio, has filed 
a suit in the United States District 
Court for the Southern District of 
New York against Bata Shoe Com- 
pany, Inc., for alleged infringement on 
patents claimed by the Godman Com- 
pany and relating to improvements in 
arch support for shoes, said to have 
been invented by Bruce H. Compton, 
of Columbus, and subsequently sold 
and assigned to The H. C. Godman 
Company; also relating to a patent 
claimed for oxford shoes for nurses. 
The plaintiff asks for an injunction 
against the defendant company and 
for damages. 


Pasadena’s New Sales 
Promotion 


Los ANGELES, CALIF.—The Pasadena 
Slipper Co. of Pasadena has opened 
sales rooms in the wholesale ready-to- 
wear district at 846 South Broadway. 
Miss Mary Thacker, who is promo- 
tional manager of the concern, is as- 
sisting Wm. Joyce, Jr. in the office 
selling. Quite a comprehensive line of 
Cruise and Sportswear shoes and ac- 
cessories is being sponsored. Shoes, 
bags, and hats made of identical ma- 
terial and sold in sets provide a novel 
sales angle that is meeting with ready 
acceptance all over the country. 
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Small Merchant Threatened by Proposed 
Trade Pact 


[CONTINUED FROM PAGE 39] 


authorities in this country to be from 
one-third to one-half of American labor 
costs. 

“The mere binding of the present 
duty would only offer an opportunity 
to Bata to increase the number of 
stores in his chain of stores in this 
country which he might well hesitate 
to do under any uncertainty. But if he 
could get the duty bound for any length 
of time he might then feel justified in 
increasing the number of his stores. 
Therefore an increase in duty is essen- 
tial if the American retailer is to be 
protected. 

“T wish also to say that we regard it 
as the duty and responsibility of the 
National Shoe Retailers Association to 
actively oppose this proposed trade 
agreement with Czechoslovakia on be- 
half of the thousands of small shoe 
retailers in the United States who 
would be affected.” 

In a statement published in Tues- 
day’s New York newspapers, Jay O. 
Ball, president of the National Boot 
and Shoe Manufacturers Association, 
pointed out that in various ways Eng- 
land and France, in which Bata, 
Czechoslovakian shoe manufacturer, has 
plants, have recognized the danger to 
their domestic industries of Bata’s op- 
erations. 


Labor Sees Menace 


“In England, where wages in the 
shoe industry are much lower than in 
the United States,” he said, “the men- 
ace of Bata’s operations is recognized 
by labor leaders, and a strike has re- 
cently been called in his factory at 
Tilbury on the basis that he refuses to 
bargain collectively with his workers 
regarding hours and wages. 

“In France, it is reported that, in 
spite of an agreement to open not more 
than thirty-two stores, Bata actually 
controlled more than 250 stores in 
1936, and the French commission under 
the Ministry of Commerce decided to 
close down 199 Bata shoe stores in 
France and also 100 shoe lines in gro- 
cery stores.” 


Need of Prompt Action 


In view of the position taken in these 
countries, “it is inconceivable by Amer- 
ican shoe manufacturers and_ shoe 
workers that prompt action will not 
be taken by our American Government 
to protect our industry and workers 
from the menace of Bata’s operations,” 
Mr. Ball declared. 

In connection with the contemplated 
reciprocal trade agreement with Czecho- 
slovakia, Mr. Ball pointed out that for 
many years prior to 1930 there was no 
duty on shoes imported into this coun- 
try. In 1919, 21,683,000 pairs of leath- 





er-soled footwear, with a dollar value 
of $75,372,000, were exported from this 
country. But last year exports had 
shrunk to 1,587,000 pairs, worth $3,- 
393,000, a decline of more than 95 per 
cent in dollar value, he said. 


Imports Up 1,000 Per Cent 


Imports increased from 62,000 pairs, 
worth $226,000 in 1919, to 5,293,000 
pairs, valued at $2,641,000, in 1936, an 
increase of more than 1,000 per cent, 
Mr. Ball continued. Last year, 2,954,- 
499 pairs of leather-soled shoes were 
brought into this country from Czecho- 
slovakia. 

“In other words,” Mr. Ball said, 
“one Czechoslovakia shoe manufacturer 
sent into this country nearly a half 
million more pairs of shoes than all of 
the 800 or more shoe manufacturers in 
the United States exported to all coun- 
tries of the world.” 


—_—— 


Pawtucket Shoe Sales Up 


PawTuckET, R. I.—Retail shoe sales 
in this city have improved over last 
year, according to reports of several 
stores. 

William F. Thayer, Jr., manager of 
the W. L. Douglas Shoe Store, reports 
an increase of approximately 30 per 
cent over the Fall season to date of 
last year. His company is doing more 
advertising, he states, and he is placing 
more emphasis on good window dis- 
plays. Mr. Thayer notes a growing 
demand for shoes of slightly better 
quality. 

Frank A. Lamphier, Lamphier Shoe 
Shops, Inc., recently celebrated the 
store’s first anniversary under his 
management. Sales during that year 
increased 70 per cent over those of 
the previous year. Mr. Lamphier has 
used 14,000 lines of newspaper adver- 
tising and considerable direct-mail both 
to customers and prospects. He added 
a $4.50 line of shoes, although the $6.50 
and $7.50 shoes remain the best sellers. 

Henry J. Wolfe, manager of the shoe 
department at the David Harley Co. 
reports business good. This depart- 
ment is featuring wool texture shoes 
with success. A brown shoe in this 
material has sold well and a new wine- 
colored shoe is meeting with popular 
acceptance. Mr. Wolfe believes sales 
of wool texture shoes will increase, 
since they may be manufactured at a 
somewhat lower cost than can leather 
shoes, and therefore will appeal to the 
customer of moderate means. 
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Puerto Rico - U. S. Shoe 
Imports Increase 


WASHINGTON, D. C.—Sales of Amer- 
ican-made shoes to Puerto Rico con- 
tinued at a record breaking rate during 
the first eight months of 1937, accord- 
ing to a statement by the Puerto Rican 
Trade Council. 

“Shipments of leather footwear to 
the Island during the first eight-month 
period increased 2 per cent in number 
and 6 per cent in value, as compared 
to the same months of 1936,” the report 
states. “The sales totaled 1,690,000 
pairs, valued at $1,827,000. In quan- 
tity, the Island’s purchases of men’s 
shoes gained 11 per cent during the 
eight months, while sales of women’s 
and misses’ shoes declined one per 
cent. Men’s shoes accounted for ap- 
proximately 30 per cent of the total, 
and women’s and misses’ shoes for 45 
per cent. 

“The Island’s leather footwear pur- 
chases during the last fiscal year were 
the largest on record, and the year 
1937 promises to set another new 
mark.” 

Sales of all goods from the States 
to Puerto Rico for the eight months 
totaled $58,970,000, and were 7 per 
cent above the same period of 1936, the 
report points out. 





New Merchandising Program 
Increases Sales 


SAN FRANCISCO, CALIF.—The Fashion 
Bootery on Stockton Street has en- 
joyed a business increase of 10 per 
cent over last year. W. H. Scanlan, 
Jr., manager, believes that this increase 
is due to the new merchandising pro- 
gram of more frequent buying. Eight 
buying trips are now being made 
yearly. “This enables us to keep a 
smaller inventory, to anticipate style 
changes and meet them more quickly, 
and gives us a more rapid turnover. 
Buying is stimulated because we can 
offer the very latest styles the moment 
they are available,” says Mr. Scanlan. 
Softies are going especially well at this 
store, with black the outstanding color. 

The current business in evening shoes 
is exceptionally good, due partly to the 
coming opera season. 


Correction 


New York.—In an announcement on 
Page 63 in the October 2nd issue of 
the Boor AND SHOE REcoRDER it was 
stated that S. Dantsic will open a shoe 
store at 2784 West North Avenue. This 
address was misquoted and is Mr. Dant- 
sic’s home address. The true address 
of the store is 404 N. Howard Street, 
Baltimore, Md. 


Moves Plant 

PHILADELPHIA, Pa.—The Lion Shoe 
Manufacturing Corp., manufacturers 
of high-grade pre-welt and corrective 
shoes, have moved their plant from 
2351-58 N. Reese Street, here, to newer 
and larger quarters at 8 Landing 
Street, Lumberton, N. J. 
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# Buying (puis 


BOOTS AND SHOES 


BRAUER BROS. SHOE CO., St. Louis, Mo... 0.0... ccc ccc eee ene eeees 43 
CAMBRIDGE RUBBER CO., Cambridge, Mass.................--0-000-0eeee Back Cover 
ig i CR ORIN eo ion. cine gh wo cous vise ty orabmeciewen oe 47 
CLAPP, EDWIN, & SONS, INC., E. Weymouth, Mass.............0.... 000 c eee eee 62 
Cappers 1, ore Ge. Brooklyn, N.Y... 5 oo oc cle cece scene cc eteeeees 64 
CONNELL, J. M., SHOE CO., S. Braintree, Mass............... 0.00 c cece neces 62 
CONNOLLY SHOE CO., Stillwater, Minn... 0.0.0... 00. ccc ccc ccc cece eee eens 51 
DANVERS SHOE CO., Newburyport, Mass............0.... ccc cece eect eens 56 
NN NRC TUN OO cies cove sce came bwesveaegoteveunté. 5 
DRELL FOOTWEAR, INC., New York City...........0.. 0.0 c ccc ccc cee ee eee 57 
DREW, IRVING, CO., THE, Portsmouth, O........... 00.0 cc cece cc cece ee eees 4 
BRNO, Ps Sup SE Rete, ROGNOOIOT, THe Yoo 5k ci lec cers ccc ee cece cee cta veces 64 
ENDICOTT-JOHNSON CORP., Endicott, N. Y........0.0.0 0000000 ccc cee eee 9 to 12 
FLORSHEIM SHOE CO., Chicago, Ill........000. 000 ceeneee ne eeee 20 
FREEMAN SHOE CORP., Beloit, Wis.............00 0. ccc ccc ce eee eect eee e ees 22 
GORMAN, Fis tou OO. Comimbus, Oo. .c. occ. cede cowie ecco seceecasebeeees 19 
GOODRICH, B. F., CO., Watertown, Mass............... 000 cece cece ee eect eeeee 7 
GREAT EASTERN SHOE CO., Boston, Mass..........0.000 00 cc cee cece eee e eee eeees 62 
GREEN, DANIEL, CO., Dolgeville, N. Y.......... 0.20 ccc cee ee eee eee enae 2nd Cover 
HANNAHSON'S SHOE CO., Haverhill, Mass...........0...00 ccc ccc ceeceeeceeees 50 
KANE, DUNHAM & KRAUS, INC., St. Louis, Mo... 0... eee ee eee ee 65 
MILLER, I., & SONS, Long Island City, N. Y........... 0.000 c ccc ee ne enews 45 
MISHAWAKA RUBBER & WOOLEN MFG. CO., Mishawaka, Ind..................-. 63 
MRS. DAY'S IDEAL BABY SHOE CO., Danvers, Mass............-.00- eee eee ences 60 
PETS, SUE 0 DORION, “OHOOE sc ccs fs cccalces Swe boo susie Sa vie Gee Ebb oe eded dees 64 
Mr NE Ns IOI PANER sis cic s Ss occa ce.b eco ae 0 t.cgai0,e + cn eleg genus umeet 60 
PeDnArr Gees, -Philedelphia, Pa..::. 2... 2. lee. ie cee ee awe uuesaced 62 
SCHWARTZ & BENJAMIN, New York City. .............. 2.00 ccc eee eee eeee 16, 17 
SCHWARTZ & HERDER, INC., Philadelphia, Pa........... 0.0... cece eee eee 64 
SWAN SHOE COMPANY, Baltimore, Md............... 0.0 c cece eee eect eeeee 58 
I TE TO TI oo op. o.5 5 die 6 onc: ajdinie Viger 4 vk tie ning End widen Ralieiereng 59 
UNITED SHOE MFG. CO., St. Louis, Mo... 2... 2006 ccc cence eee eens 34, 35 
UNITED STATES SHOE CORP., Cincinnati, O............... 000. cece cece eee 14, 15 
VAUGHAN-TOWLE CO., Wakefield, Mass...........0... 00 ccc eee e cece eee eens 64 
LEATHER AND OTHER MATERIALS 
ALLIED KID CO., Boston and New York. ......... 0.0.0 ccc ccc eee eens 49 
COLONIAL TANNING CO., Boston, Mass.............. 0 ccc eee e eee e eee ee een eeeee 6 
DEWEY & ALMY CHEMICAL CO., Cambridge, Mass...............00.00065 Front Cover 
EAGLE-OTTAWA LEATHER CO., Whitehall and Grand Haven, Mich........... 3rd Cover 
EISENDRATH, B. D., TANNING CO., Racine, Wis..... 2.0.0.5... 0c ce eee eee eee 37 
ENGLAND WALTON, DIV. OF A. C. LAWRENCE LEA. CO., Boston, Mass............ 52 
Gs gs TING INOW YORR-CIY 6 cia sc gine ce tiee he teaneee eee 2,3 
ME te Oe Sona g vccccc ce coc cwnccc cere ecewseenrcntos 38 
SLATTERY BROS. TANNING CO., Boston, Mass. ..........0.0 0c cece renee eee eee 62 
SURPASS LEATHER CO., Philadelphia, Pa...................0-. 0000 ee ag BT él 
UNITED STATES RUBBER PRODUCTS, INC., New York City.................0.555. 18 
MACHINERY, LASTS, MFRS.' SUPPLIES, DRESSINGS, ETC. 
COMPO SHOE MACHINERY CORP., Boston, Mass............00 0.0 e eee eee eee ee I 
LITTLEWAY. PROGESS. CO., Boston, Mass... 0... ccc ccc ee cece ee ne eeece 66 
NATIONAL VULCANIZED FIBRE CO., Wilmington, Del....................2 cece ee 60 
SIGNAL CHEMICAL CO., Boston, Mass...........0. 0c ccc cece ee cee cece e eee ens 60 
UNITED FAST COLOR EYELET CO., Boston, Mass..............02 ccc cece cence 54 
UNITED SHOE MACHINERY CORP., Boston, Mass...............0 ccc cece eee ee 8, 13 
STORE EQUIPMENT AND ACCESSORIES 
MANOLIS MANUFACTURING CO., Chicago, 'll........00. cece cee eee eee 69 
PEPER Wi as Cos Ss LOUIE OG. ook ess kad ceed ide bese eee eee 69 
SOMOL We. Go WC Giricago, Wl. ooo ci a ae ae ieee 67 
a OR MORN NO 5604s 9. aa hes Spiele dior e'eh 01 Grd as De hha sg 6s AEMtec 2 55 
MISCELLANEOUS 
BARIS SHOE COMPANY, New York City.............00 000 cece cece eee eee ee 68 
COMMERCIAL FACTORS CORP., New York City......0 2.0... cece ec cece 63 
Pee IIINE FOOW FOUR GI, viccieicie sc ccnpic cB os cosy sae see coud ewea decd earns 61 
Se I ON Ns say np Gave ct bb nik diRee adores He He ve wo tee oe 68 
KIRSCH-BLACHER CO., INC., New York City.........0 0.0000 c ccc cece ee eee 68 
MARBRIDGE BUILDING, New York City....................-0405- SNe hod sare ki 6l 
SHOE FASHION GUILD OF AMERICA, New York City................0 cc eens 4! 
STEPHENSON LABORATORY, Boston, Mass............0...00 000 cc ccc cee cece ees 69 
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“RED CROSS” FACTORY — CINCINNATI 
& COMPO CONVEYOR INSTALLATION 
FOR MAKING WOMEN’S 
COMPO WELTS 


Makers of Red Cross Shoes realize—and so 
do their customers — that the great demand 
today is for those qualities which are best 
achieved by this most modern shoemaking tech- 
nique. Trim edges, close-fitting shanks, light 
appearance . . . these are the marks of fine 
craftsmanship which distinguish the Red Cross 
Compo Welts. These and many other 


qualities were not possible by the older 


methods of manufacture. ) 


The experience of this up-to-date factory is 
typical and significant. The performance of the 
first conveyor soon led to the installation of 
two more. Again because of the performance 
and the continued success of the shoes pro- 
duced, three more conveyors were installed. It’s 
a success story which should be of interest to 

every one making or selling welt foot- 

wear... . Compo Shoe Machinery Corp., 


Boston, Massachusetts. 


that Makes the Better Shoes 


Compo Makes the Machinery 


TRADE MARK 
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$200.00 IN PRIZES 





FOR THE BEST NAME FOR 








COLONIAL COLORED 





Ws: want a name that will describe Colonial 
Colored Patent. Can you think of one? It ought to 
be easy because this brilliant, flashing, rich-toned 
leather almost speaks for itself. There is one 
hundred-dollar prize for the best name submitted 
and four second prizes of twenty-five dollars each. 
Competition closes December 31st, so don’t delay. 


PLEASE NOTE: This competition was first announced 





as closing December Ist. It has been extended to 





Friday, December 31st. 





You'll probably find it helpful to have a set of 
Colonial Colors if you haven’t one already. Just 
address your request to Dept. R-2. 


COLONIAL TANNING COMPANY, 207 SOUTH STREET, BOSTON, MASS. 
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Counter 


HOSE shoes you sold are taclk in school 

— taking the beating that is part of the 
life of school shoes. No one has ever seen a shoe- 
horn in any locker-room. No one has ever 
slowed down a school boy or girl long enough 
to get them to slip — rather than crush — their 
feet into shoes. Shoes with Spaulding Counters 


can take that kind of punishment. Spaulding 


Counters are made from imported, resilient, long 
fibre hemp, and flax. With these counters; your 
shoes will retain their heel-hugging fitness and 
smooth trimness for their entire life. Specify 


Spaulding Counters in your shoes, 


PAULDING 


Counters 


“Wade in North Rochester, N. H. 


NO OTHER PART OF THE SHOE MEANS SO MUCH ...AND COSTS SO LITTLE 





in stock: 


~ 
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5901—Misses’ Smoke Elk Sne Boot, Cord 
Stitched Moccasin, Sport Rubber Sole and Heel, 
Goodyear Stitched. Sizes 1244/3... 

5903—Same in White Elk. Sizes 1242/3 $1.50 


4600—Girls’ Smoke Elk Sno Boot, Cord 
Stitched Moccasin, Rubber Sole and Heel. 
Stitchdown. Sizes 244/9 ¢ 

4601—Same in Misses. Sizes 1114/2. ..$1.40 
4601 14—Same in Childs. Sizes 842/11.$1.30 
4602—Same in White Elk. Sizes 2424/9 $1.65 
4603—Same in Misses. Sizes 1114/2 ..$1.40 
4603 4%—Same in Childs. Sizes 844/11 $1.30 
2664—Same in Cherry Elk. Sizes 24/9. $1.65 
2665—Same in Misses. Sizes 114%4/2...$1.40 


4604—Girls’ Smoke Elk Sno Boot, Cord 
Stitched Moccasin, Red Plaid Collar, Rubber 
Sole and Heel, Stitchdown. Sizes 214/9.$1.90 


5915—Girls’ Brown Elk Sno Boot, Red Plaid 
Collar, Flanged Heel, Linol Sole, Goodyear 
Stitched. Sizes 3144/9 $2.00 


5974—Girls’ Brown Elk Sno Boot, Red Plaid 
Collar, Brass Eyelets, Instep Strap, Flanged 
Heel, Linol Sole. Sizes 4/9, Widths C. .$2.65 
5552—Infants’ Smoke Elk Sno Boot, Natural 
Wool Collar, Stitchdown. Sizes 5/8 $1.35 


55353—Same in White Elk. Sizes 5/8. ..$1.35 


5972—Girls’ Brown Eskimo Calf Sno Boot, 
Brown Stitched Vamp, Brown Felt Collar, 
Flanged Heel, Linol Sole. Sizes 3144/9, Widths 


5973—Boys’ Sno Boot with plain vamp, Blue 
Felt Collar. Sizes 4/9, Widths C 


5906—Girls’ Smoke Elk Sno Boot, Natural 
Wool Collar Patch Moccasin, Sport Rubber 
Sole and Heel. Goodyear Stitched. Sizes 
2344/9 

5907—Same in Misses. Sizes 1216/3...$1.65 
5910—Same in White Elk. Sizes 2144/9 $2.00 


5911—Same in Misses. Sizes 1214/3... $1.65 


5913—Girls’ Smoke Elk Sno Boot, Red Plaid Collar, Sport 
Rubber Sole and Heel. Goodyear Stitched. Sizes 2424/9. $2.10 


5914—Same in Misses. Sizes 1244/3 


5900—Girls’ Smoke Elk Sno Boot, Sport Rubber Sole and 
Heel. Goodyear Stitched. Sizes 244/9 


EN DICOT T - JOHNSON 
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Every Blizzard Has a Silver Lining! 


Time was when the first snowfall meant the end of retail shoe business . . . when the ring and 
scrape of the shovels on the walks stopped the pleasanter tinkle of the bell on the cash box, at 


least till the streets were cleared. But how times have changed! 


Now, before the first good snow has begun to fall, you'll see a startling boom in the demand 
for Sno Boots and sturdy, wet-proof outdoor shoes of every kind. Ski-fans, hiking clubs, every 
outdoor sportsman and woman in America will seem imbued with a sudden desire to hit for 


the open spaces. 


Government weather men tell us we’re in for the coldest, snowiest, blowiest winter in years. 
We hope so. For with these finely-made, bulldog-tough, Endicott Johnson all-purpose Sno 


Boots on your shelves, you can make this winter just another volume selling period. 


The time to stock up is NOW. All shoes shown here are available from stock for immediate 


and winter-long delivery. They'll bring you welcome NEW BUSINESS in a season you’ve 
always known as “slow”. BE FIRST IN YOUR CITY TO SHOW THEM! 


and remember: 
shoes bought from stock will be on 
their way to your store within a few 


hours after we receive your order! 


fi 


5913 


5902—Same in White Elk. Sizes 214/9 
5904—Same in Cherry Elk. Sizes 2144/9 


5960—Girls’ Smoke Elk Sno Boot, Sport Rubber Sole a 
Heel. Goodyear Welt. Sizes 3/9, Widths A, B, C $2. 


5950—Same in Smoke Elk. Sizes 3/9, Widths A, B, C po 
5951—Same in White Elk. Sizes 3/9, Widths A, B, C. $2.50 


ENDICOTT, NY. S2b3udt9 
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MOTHER ecu 


PIE RG AS at oe 


Mother knows the importance of FLEXIBILITY in her 
own shoes. Foot health and foot comfort depend up- 


on it and she is right in demanding ‘it for her children. 


Selection of proper materials is essential and the 
method of construction must be right. LITTLEWAY 
and UCO LOCKSTITCH shoes provide two sure 
and practical ways of securing the flexibility and 


comfort required by young and active feet. 


LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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(lands 


demands the quality of Evans White 


Fashion is demanding more and more opulence and grandeur— But 

e with greatest restraint of line and decoration. in such a trend the 
manufacturer has no alternative. He must achieve richness through 
the beauty of basic materials. The new Stetsons have it. Their ex~ 


quisitely fine lines are enriched by the soft, flowing, true whiteness 


of Evans Kid Leathers. 


JOHN R. EVANS & COMPANY 
Camden, New Jersey y« 
THE KID WITH A DEFINITE SALES INFLUENCE V1, 
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PE Te: 


THE SAXON, S-682; a rugged wing tip oxford in brown Norwegian calf. 


SHOES ON THE SHELVES DON’T PAY THE RENT! 


While an adequate stock of styles, sizes and widths is a necessary part of a 
good retail shoe business, don’t forget that this stock must be sold before it 
can pay your rent... it must be put on the feet of satisfied customers. That 
is why Florsheim shoes can help you . . . for no other high grade footwear 
enjoys the popularity of Florsheims . . . can match Florsheims in consumer 
acceptance or in sales. Ease in selling is the most important factor in mer- 
chandising . . . Florsheim, the fastest selling quality shoe, is necessarily the 
best for the retailer. Our representatives are now displaying their Spring and 


Summer line . . . one of them will be glad to call upon you if you say the word. 


TO RETAIL AT f 0 MOST STYLES 


| Lsrshitine SHOES FOR MEN 


THE FLORSHEIM SHOE COMPANY e Manufacturers @e CHICAGO 





